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THE COVER 


For the first time in a long while, we 
finally have the opportunity to present 
an appliance display on our cover .. 
This is the work of John M. Raymond, 
display manager of the Washington 
Gas Light Company, Washington, D. 
C. A complete article with details on 
this display and others begins on 
page 50. 


* 
OUR NEXT ISSUE 


Beginning in the July issue will be a 
very excellent series of articles on 
jewelry display by a British display 
authority . . . Also in the July issue 
will be an interesting article on the 
operation of Metropolitan Travel Dis- 
play, New York City ... A very en- 
lightening article on lighting from the 
Myer Emporium, Melbourne, Australia, 
will be featured . . . Idea-packed dis- 
play sketches will dominate this issue, 
with four diversified artists contribut- 
ing to our pages . .. There is much 
more awaiting you in our July issue 

. in the mails June 20. 


* 
SUBSCRIPTION RATES 


Published monthiy at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by Internationa! 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct te the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


fe 
EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 
R. James Shriver, Advertising Manager 
Richard Link, Production Manager 
i] 


Eastern Office 
Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 


Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 
ad 
Member 


National 
Association of 
Display Industries 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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mOleiaa) OF DIAMONDS” opening June Ist will bring store people from the world’s far corners to 
witness the opening of a new Williams Show. What they see will be well worth dal-meleleiaal-) Mem leieglelane- lan a= 
Display Fashion forecasts-in-the-flesh as stores will use them for Fall and Christmas 1960. We're expecting | 
you! . 498 Seventh Avenue. New York 18. Mary Brosnan mannequins, Durabelle 


' plastic mannequins, Patina forms, Lumilite displayers, imaginative novelties 


nmr mae 








Palais Panels In Lightweight Plastic 


The French, as usual, have a word for it! In any language. 
Palais Panels mean perfection of design to the truly discerning 
display man. Lightweight plastic construction permits easy 
handling and arranging. Each panel measures 13 inches by 24 
inches by 1!5 inches. Choose from the following finishes: 


No. P1 W—White. Per carton of 6 panels $12.00 
No. P1 A—Antiqued with Gold. Per carton of 6 panels $14.40 


No. P1 WG—Whiite wiih Gold Spatter. 
Per carton of 6 panels $12.00 


Photo at left shows method 
of joining separate panels with 
wooden dowels to form combina- 
tion units. 


a\ ! SPINDLES AND RAILINGS 
NOTE: Holes in | i. Made of same construction 
panels, spindles a 8 | : as Palais Panels. Spindles 
and railings are a a e | ; are 24 inches long by 2'% 
spaced the same . a , inches thick. Railings are 
for combination bs y 4 z ) PVA " 2 inches by 3 inches by 24 
use as shown. . / a Dadi inches long. Wooden dowels 
; are included. Carton con- 
tains 10 spindles, 4 railings, 
dowels and instruction sheet. 
No. R1 /(W—White. 

No. R1 /\WG—Gold on 

White. Per carton $16.50 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 
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imagination 


is a priceless 


ingredient 


Looking into that world you 
have created, the window shoppers 


see an infinity of possibilities! 


Take them on cosmic journeys. 
ARTS AND FLOWERS 
craftily complements 

your lyric imagination 

with custom creations for 


every flight of fancy! 


N.Y. TRADE SHOW 
BUILDING 
NADI MARKET WEEK 
June 18-22 
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also Importers of Lights and Christmas Novelties 


43 West 56th Street, New York 19, New York + 


ARTS AND FLOWERS DISPLAYS, INC. 





DISPLAY WORLD 


GRENEKER 
INVITES 
YOU TO 
S| = THEIR NEW 
f CHRISTMAS 
DREAMLAND 


++ 


} 991 SIXTH AVENUE 
NEW YORK. N. Y. 


BEGINNING JUNE 6 ~ OPEN SATURDAY, JUNE 18 AND SUNDAY, JUNE 19 


FEATURING MANNEQUINS 
OF QUALITY AND BEAUTY 
AND 
PROMOTIONAL DISPLAYS 
OF 
IMAGINATION AND TASTE 
BY VISUAL MERCHANDISE DISPLAYS 
ALSO FORMS AND FIXTURES 





A. MANIKIN’S MASCULINE FORM, 


Style No. 58A, of plastic laminated 
fiber is designed for sizes 39-40. 
Regular, continental or ivy. 
Overhanging shoulders drape suit 
coats so naturally that pins are 
unnecessary. Recessed neckline 
shows no “split” between head and 
neck style. 

















RUGGED HANDS 

sculptured to suggest a variety of 
activity, on adjustable rods to fit any 
sleeve length. 


BRASS SET 

of arm and neck caps preserve 
smart display where head and hands 
are not used. 


MANLY HEADS 

of plastic laminated fiber... 
sculptured to a masculine detail... 
hand burnished...10 styles to select 
from. Head poses in any direction. 


PADDLE HAND can 
fit in “his” pocket 
and not disturb the 
trouser line. 


BUILT-IN CREASE 
insures perfect 
crease on the 
trousers. 


BALSA WOOD ends 
for easy pinning. 
No pin-damaged 
trousers. 


FULL FIGURE, 
Style No. 60A, stands 
erect in shoes or 
stocking feet, with or 
without base. All 
heads and hands are 
interchangeable with 
the three-quarter 
figure. 


See our line at NADI 
MARKET WEEK 
June 19-23 

Hotel New Yorker, 
Grand Ballroom 


IWWA@) le Ry \) S and New York City 
I IN| fe s 223-227 S. Los Angeles St. + Los Angeles 12, Calif. 


Distributors List: 

BALTIMORE DISPLAY INDUSTRIES, INC., 7 S. Hanover St., Baltimore 1, Md. » BENEDICT'S DISPLAY EQUIPMENT, 309 S.W. 3rd St., Portland 4, Ore. - LEO D. BERNSTEIN & SONS, 30 W. 29th St.. New York 1, N.Y. 
BOSTON BUTTON & DISPLAY CO., Kneeland & Albany Sts., Boston, Mass. + E. B. “JACK” CASTLE, 21 W. Main St., Oklahoma City, Okla. - ART R. COHEN COMPANY, 810 Penn Ave. Pittsburgh 22, Pa. 
COMMERCIAL DISPLAY CO., 339 S. State St., Salt Lake City 1, Utah » DISPLAY EQUIPMENT CORP., 211 S. Wacker Drive, Chicago 6, Ill. - EMPIRE DISPLAY MFG. CO., INC., 45 W. 34th St.. New York 1, N.Y. 
MORTY FAY DISPLAYS, INC., 853 N.E. 2nd Ave., Miami, Fla. - FAYE PERM DISPLAY, LTD., 8 St. Catherine S.E., Montreal, Canada « L. E. HIER DISPLAY EQUIPMENT CO., 21 & 23 N. 6th St., Minneapolis 3, Minn. 
B. A. JACOBS COMPANY, 855 S. Los Angeles St., Los Angeles 14, Calif. « PAUL LUGGER DISPLAYS, 2781 W. Broad St., Columbus 4, Ohio - MODEL MANIKIN & DISPLAY, 1405 E. McDowell, Phoenix, Ariz. 
NATIONAL DECORATORS SUPPLY, 318 N. Illinois St., Indianapolis 4, Ind. + NATIONAL EQUIPMENT CORP., 919 Broadway, Kansas City 5, Mo. + NAYTHONS DISPLAY FIXTURE CO., 909 Arch St., Philadelphia 7, 
Pa. + NU ERA DISPLAYS, INC., 808 N. Seventh St., St. Louis 1, Mo. « WM. PRAGER, LTD., 391 Adelaide St. W., Toronto, Canada + ROSS DISPLAY MATERIAL COMPANY, 1409 Seventh Ave., Seattle 1, Wash. 
THOMPSON DISPLAY MATERIALS, 117 N. Brevard St., Charlotte 2, N.C. » WRAY-WILLIAMS, 534 Canal St., New Orleans, La. 
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all hung 3 
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VELCRO a... 


to 
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Tom Lee hangs Christmas with the terrific new fastener! 
Great showmanship! Great salesmanship! The secret is Velero, the 
new nylon tape fastener made of tiny hooks and loops that lock in 
a virtually unbreakable bond until you peel them apart! And Velcro 
comes two ways: tape (hooks and loops), and in pile fabric to cover 
a panel or wall! You can use Velero again and again. It never 
loses its grip, even after 50,000 uses. Merchandise can be changed 
or rearranged quickly, easilv. Velcro is perfect for displays of soft 
or hard goods—happy users range from Yardley to U.S. Rubber to 
Cities Service! See Velcro in Rooms 307 and 349, NADI Show. 
VELCRO CORPORATION, DEPT. DW1,681 FirrH Ave., New York 22, N.Y. 
Write or phone for eolor chart and fact folder. MAHARAM FABRIC CORPORATION, 


Exclusive Velero distributors to the display industries. New York: 130 West 46th Street 
Chicago: 412-20 North Orleans Street ¢ Los Angeles: 1113 South Los Anveles Street 











maharam FABRIC CORPORATION 


NEW YORK: 130 WEST 46th STREET 
CHICAGO: 412-20 No. Orleans St. 
LOS ANGELES: 1113 $O. LOS ANGELES STREET 
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Tampa, Florida), to create a delightful, 
durable Mother Goose Playland. 














YOU'VE ... 
GOT IT 
MADE! 





Anything you can imagine you can make with Celastic. No other display material solves so many problems so well... 
is SO easy to work with. Just cut, dip and shape. When dry, Celastic becomes a permanent, weatherproof-waterproof 


plastic display that will take practically any finish. Celastic is ideal for negative or positive molding, armature or free- 


form sculpture. Available in 3 different weights. 


EXCLUSIVE DISTRIBUTORS FOR DISPLAY CELASTIC: MAHARAM FABRIC CORPORATION 
NEW YORK: 130 West 46th Street + CHICAGO: 412-20 North Orleans Street + LOS ANGELES: 1113 South Los Angeles Street 
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DIVISION OF WASCO CHEMICAL CO., 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 














VISIT 


The Largest Display Showrooms 
In This Country 


St MAIDAN 


Market Week's most spectacular variety of individually created displays . . . in the 
largest display showrooms in the country. We have the widest variety of distinctive 
creations in wood, papier mache and plaster available . . . creations which 


inspire prize winning displays. You are cordially invited to inspect this exhibit. 


Visit US 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street, New York 11, N. Y. e CHelsea 3-3540 
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‘*... wonderful people to work with there’ 
‘\...wonderful new enlarged showrooms” 


‘\... wonderful array of custom Christmas creations” 





‘’...and so easy to reach.” 


“MAKE THIS AN OLD-FASHIONED ‘FLICKER-FLAME‘’ CHRISTMAS.” 











BLISS DISPLAY 


eli 


You will see the most revolutionary Display 
Techniques ever devised ... in action... 
when you visit the 


CAVE RIDE 

TORNADO RIDE 

PIRATE RIDE 

NORTHWEST TRAPPER'S RIDE 

TOP RIDE 

SAN FRANCISCO EARTHQUAKE RIDE 


SATELLITE CITY 
MAGNETIC HOUSE 


BLISS DISPLAY CORPORATION is proud to 
have been associated with FREEDOMLAND 
as builders of many figures, props, and 
special effects used in these rides. 





PREEDUMLAND 


THE WORLD'S LARGEST ENTERTAINMENT PROJECT 


OPENING JUNE 19th 


Exhibiting N.A.D.l1. 
June Market Week 
Space “F” Grand Ballroom 
Hotel New Yorker 


BLISS DISPLAY CORPORATION 
37-21 32 Street, Long Island City 1, N. Y. 


EXeter 2-3890 





CHRISTMAS MARKET WEEK 
June i9th thru 23rd 


Space 204 N.Y. Trade Show Building 
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Veda’s romantic 


SOUTHERN BELLES 


11 


Schliemann Borgos Atmospheres 


June 19th to 23rd 


NEW YORK TRADE SHOW BUILIGSe 


SPACE 203 


ey-yol Um arlesatel= 


division, American Fixture Inc., Saint Louis, Missouri 


Schliemann Borgos also showing 
at 149 West 21st Street, 
New York City 


JUNE, 1960 





FROM THE VERY BEGINNING!... ALWAYS THE FINEST 


Insist on quality MANNEQUIN WIGS dy <_— of 


Monek ORIGINATOR OF THE MANNEQUIN WIG 


NATIONAL ASSOCIATION U.S. Patent No. 2,661,749 
a 1343 North La Brea, Hollywood, Calif. 
Distributed only by leading Mannequin 
manufacturers, Mannequin refinishers 
and display jobbers 


set eat You are invited to our style preview at the N.A.D.I. Market Week 
June 19th — 23rd, Room 405 New York Trade Show Bldg. 
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MORE TREES. 
MORE CO 
MORE SIZES, 


DISPLAYS— 
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FOR STOR 
INTERIOR * 
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, », 


.* 


ca 


hae” % 


— -< —— . 
No. 711 — 35 Snowflake Treelights 
$36.00 Dozen 


BUY DIRECT aa ae | No. 713 — 24 Twinkle Treelights 
- ein ors y $36.00 Dozen 
from MFGR. ms 4a" 4 No. 715 — 12 Nylon Angel Tree- 
| bors melee lights $24.00 Dozen 
and SAVE! 


Visit Our Showrooms for Trees, Lights, Decorations 


“Mr. Christmas” 


225 Fifth Ave. at 27th St. Ce Ca a, Pe 


JUNE, 1960 








Rest assured... 


Crown Metal display 
fixtures hold up even 

under lots of weight. They’re 
really built. Nicely 

finished, too. 


Need a catalog? 


= METAL MANUFACTURING COMPANY 
5912 SOUTH LOWE AVENUE e CHICAGO 21, ILLINOIS 
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Hand-dipped 
Christmas Tree 
Ornaments 





“OLIVIE’”’ 


3-Arm Chandelier 
Solid Brass 
with Canopy “a | ae ; 

: r™ 


-_ 


a- ‘“o 


, . ~~ a 
These are just an- = te. &> . ot 


other two of the Be 3 i at et 
many new fixtures 

— and many new | Sy et ee PT : 
ones coming off 1 aw tis 
the line all the | - 


“NANCE’’ time. Our Famous 


Tall Graceful ae Glass Ball - Chain Assembly 
Lantern, Solid Spectal Fixtures Crystal Glass 


_—- . feet made to order. and Featured by Department Stores, 
Ig 





2 


Plastic Prisms Television, and prominent Restau- 


All our fixtures can be furnished many shapes and sizes. rants as dividers and backdrops. 
with Prisms. 




















KENBURY GLASS WORKS 
Factory and Main Office: 132 WEST 14th STREET e NEW YORK II, N. Y. 
Visit us now and during NADI Market Week at our Permanent Showroom: 
DISPLAY CENTER e 400-8th AVENUE e NEW YORK I1,N. Y. 
- OPEN HOUSE - 


JUNE, 1960 





PROFILE 


mannikin 


The exciting new high fashion sculpture... 


with the exquisite couturier look... 


a delight to behold 


This complete line of symmetry 
and grace (created in California ) 
may be seen’ during 


MARKET WEEK at the 


GRAND BALL ROOM of the HOTEL NEW YORKER 


d 


NATIONAL FORM AND FIXTURE CORP. 


Permanent Showrooms: 136 West 24th Street, New York, N. Y. 


Made by DECTER MANNIKIN CO., INC. 


1000 S. LOS ANGELES ST., LOS ANGELES 15, CALIF. 
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CRONAPAQUE 


LOOK SHARP -STAY NEATH... RAIN QR SHINE! ' 
s ey ‘ 1 : < 





Neater Looking, Longer Wearing Uniforms 


FACTION PERFORMANCE . LONGER WEAR 


DACRON 


POLYESTER 


Having problems with large display panels? If you use 
transparencies, you have to give them the kid-glove treat- 
ment—which isn’t always easy in the fast-moving display 
business. 

CRONAPAQUE Print Film has been designed for 
rugged treatment. And it’s even more versatile than 
transparencies ...at a fraction of the cost. 

Tough Du Pont CRONAPAQUE is a high-speed, vari- 
able contrast emulsion on the toughest, most stable base 
known... CRONAR® polyester film base. CRONA- 
PAQUE can be oil or water-colored on either side for a 
multitude of interesting and eye-catching effects. 


Look at the display shown here, made up for a uni- 
form exhibit. The two panels on the left show a guard 
at the entrance to a plant. By reflected light, the effect 
is that of a rainy day. However, when light is switched 
on behind the panel, the effect becomes that of a brilliant 
sunny day—including a rainbow! 





FIBER 


CRONAPAQUE saves you money in art reproduc- 
tion, too. All the original art for this display was made 
one-quarter of the finished size, then blown up on 
CRONAPAQUE and hand-colored. The center panel 
was silk screened. 

If you're looking for a new way to make your dis- 
plays sparkle... at a fraction of the cost you’re paying 
now ... you should find out more about CRONAPAQUE. 
We'll be glad to send you some literature and a processed 
sample. Write: E. I. du Pont de Nemours & Co. (Inc.), 
Photo Products Department, Nemours 2430-A, Wilming- 
ton 98, Delaware. In Canada: Du Pont of Canada 
Limited, Toronto. 


“Du Pont’s trademark for its polyester photographic print film 


REG us pat OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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a can t sell 
». if they can't see you 
i my dear 


Y our display is only as effective as the lighting behind it. Let Lustra put new light in your window— 
on your merchandise. Versatile Lustra Colorbeams, Spotlites and Floodlites will dramatize your 
best efforts—lead to the greater sales you want from your best lighting innovations. When your 
Lustra representative calls, discuss with him how to put Lustra’s best—and your best—together 
for new provocative lighting achievements. Lustra Colorbeams— 


a | —§ 
, . I . . oa so 
Lustra Spotlites—Lustra Floodlites are the exclusive products of... ==> aQ 


LUSTRA CORPORATION OF AMERICA + 32-33 47th AVE., LONG ISLAND CITY, N.Y. * AMERICA’S DATED LIGHTING | L-124 
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qed pit MADISONIA 


Offers a Remarkable New 


PURCHASE and REPURCHASE PLAN 


to assure your store of latest style manikins 
at all times. 


e NEW FIGURES! 
e CURRENT HAIR-DOS! 
e FASHIONABLE MAKE-UPS! 


You may purchase these high-fashion manikins with a 
guaranteed trade-in value any time after six months. 
Thereafter, our allowance to you on completely new 
figures is based on the following schedule . . . 


TRADE-IN VALUE* after 


10 
12 
15 
18 


*Based on our Standard Purchase 
Price for New Figures. 


i MADISONIA'S famous 
RENTAL-PURCHASE PLAN 
and GUARANTEED 
REFINISHING 


are still available 


See our latest 
manikins and get 
full details at 
Booth 303 


NADI 
Market Week 


Fig. FS 111 


MADISONIA WANTING Xe 


152 West 25th St. CHelsea 3-1550 74 York |, 
|! S. Desplaines DEarborn 2-6818 Picenan ns 


JUNE, 1960 








FOR TRADITIONAL CHRISTMAS DISPLAYS 
PLAN EARLY TO USE “OLTMANNS” 


FLAMEPROOF PINE 


MAN-MADE 
That Competes With Nature 


Our New Rich Forest Green 
PINE TREES AND FOREST UNITS-— 


with heavy white rayon flock and 
diamond dust snow finish — truly aie OLTMANNS 


rival the natural beauty of 


; First Introduced Fibre 
Pine Trees, Wreaths, 


” 
the north woods wh Branches, Garlands, etc. 


Vivid Colors (Made of Spun Brush Fiber Sprigs) 
Pastels at the I. A. D. M. Convention, 
oo— 


Bee Washington, D. C., in June, 1938. 


Fur Displays 


BALL ROOM 
Second Floor 


HOTEL NEW YORKER 


SEE OUR 
COMPLETE 


FALL LINE 
of 
Foliage, Set Pieces, Leaf and Grass 
Plants, Berry Sprays, Fruit Clusters, 
Natural Prepared Foliage and Love- 
ly Flower Arrangements. 


DOUBLE PINE-TREE UNIT 


Two Full Round Trees 
6 and 7 ft. high 
made on 4 ft. Base as shown 


—or two single Bases. 
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ARTIFICIAL FLOWERS AND DECORATIONS 
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JUNE 19 (Sun.)-23 (Thurs.) 

I8th FALL & CHRISTMAS 

DISPLAY MARKET WEEK 

AT NEW YORK TRADE SHOW BLDG. 
AND HOTEL NEW YORKER 


NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET & 7th AVENUE, NEW YORK CITY 1, N. Y. 





swivelier / i lelaliiate mela 


MANY NEW ITEMS 


ON DISPLAY | > Universally Adjustable Recessed 


See us in Room 504 it : 4é 99 | ei ome 
NADI MARKET WEEK = G y ~ - F = mE 
all : . 
a ee 


Angles FULL 90°—Rotates 350° 


BERR RR 2@ 


ADJUSTMENT 





5 MODERN Vale” SHADE LINES wie” 


+#**MIDGET"’ ADJUSTABLE SWIVELIER 
Each with over 20 different models — for outlet box 
LIGHTING UNITS 


race ttachment rtables, screw-i - te. 
or raceway attachment, portables, screw-ins, clamp-ons, etc am accesnnnens 


All completely wired and ready to install. 
: P ; Send for Complete 


FREE Catalog. 





+‘ TORPEDO"’ ‘ anes “BERMUDA” | $**CATALINA"’ LAMPS 
#Up to 150-W R-40 
or PAR-3 


O O 
ei §6SWivelier 
Standard COMPANY. INC 


SALES OFFICE: 
30 IRVING PL., N. Y. 3, N. Y. 
Factory: Nanuet, New York 
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Pri 0- Floral 


POLYETHYLENE CREATIONS 
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#16/5 Papyrus 





Complete line includes exquisite ferns, foliage, 


flowers and aquatic plants duplicating nature’s own 
creations in coloring and detail... 


so life-like you have to '‘* te |/ ry 
O 
ouch 


IDEAL FOR OUTDOOR DISPLAYS - 
UNAFFECTED BY WEATHER 








#205 California Fern 


#210 Adiantum Fern 


=409 9-Branch Calla Plant 


~_——- 


. THER 


Ae 
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* #230 Bracken Fern _ 
#310 10°Branch Palm With or Without Wire #235 Scotch Broom 
+230-WF Exclusive New 
Development with #240 L 
= arge Holly Spra 
Flame Proof Feature 9 Y 9pray 





=648 

10 Foot 

ny Talalelia-te Me Crelalelale 
W / Berries 


W / Berries 








Manufacturer 
and Distributor 
Inquiries 
Invited 


DISPLAY WORLD 





















































Christmas 
Eve 
in an 
Enchanted 
Forest 


Loci, art mfg. co. 
1147 w. chicago 22, ill. 


ohio st. 


FLAIRTIME by Silvestri, Inc. SHOWROOMS: Chicago New York Dallas 
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More than 


500,000 STORES 


NOW CUT FADE IN 
WINDOW DISPLAYS, 


WITHOUT SHADES 


miracle 


LPinttie Clase Lint 


GIVES YOU GUARANTEED SUN CONTROL 


laded display merchandise means faded customer confidence 
.a serious problem that has harassed store owners for 
many years. 


Small wonder, then, that over ' million of the nation’s pro- 
yressive stores have enthusiastically embraced this chemical 
formula that absorbs the harmful rays of the sun. 


In addition to cutting the sun’s fade rays, miracle Plastic 
Glass Tint also sharply curtails fabric-disintegrating heat. 
(one are the reflections and refractions of plastic sun shades. 
Even window glare is cut to the barest minimum. Plastic 
Glass Tint gives you the benefits of window shopping with 
full visibility the vear around. 


Other typical installations: 
Bullock's 

Colonial Dames, Inc. 

Lane Bryant 

Matthew's Stores 

Jérry Rothschild 

Royal McBee i 
Safeway Stores Better display 

Timely Stores (Mullen-Biuett) 

Vogue Shoes : 

ong means better business. 
The May Company 


send theeiiadin anmee Specify Plastic Glass Tint and you 


1) CUT FADE 
2) CUT GLARE 


~. , 3) CUT HEAT 
glare heat 
control control control 


ACORN ADVERTISERS, INC. 
1123 W. Century Bivd., Los Angeles 44, Calif. 











We want to know how to ‘'Control the Sun with 
Plastic Glass Tint" 


Firm 


mY -Jale Medel] -lelaMielm@aleliil= 
ACORN ADVERTISERS of our nearest author- 
’ INC. ized branch. There is 

1123 WEST CENTURY BLVD. one near you. 


LOS ANGELES 44, CALIF. 


Atten.. 
Address 
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better than my own 
North Pole 
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"Many of our larger stores, famous in the field for their fine 
window displays, seem to have forgotten or lost sight of the fact that 
the major objective of a store is to sell merchandise at a profit; that 
window display is not an end in itself but a part of the machinery of 
selling. Ina surprising number of instances, our inquiry shows that 
store employes are totally unfamiliar with the merchandise their store 
is trying to sell in its windows. Except in theory, there seems little 
to suggest that window display is considered an essential part of an 
integrated sales effort." 


This quotation is from the report of a survey by the New York 
university School of Retailing in 1950. If another survey were taken 
today, would the same statement apply? 


If so, then every displayman and every retailer should ask himself 
the following questions contained in the conclusion to the 1950 survey: 


"What is the objective of my windows? Have I defined that 
objective and have I made certain it is understood? Have I sought to 
establish whether or not that objective is being fulfilled? 


"Are my windows a part of an integrated sales effort, rather than 
one of a number of sales efforts which I attempt to co-ordinate? 


"Am I getting a full return on my display investment --is my 
money being well spent or thrown out the window? 


"Are my windows just pretty pictures to get customers into my 
Store and then disappoint them? Are people going away disappointed 
and irritated after being attracted into my store? Are they saying to 
themselves, ‘This is a mighty nice place to shop in!’ or are they 
asking themselves why it is that the store remains in business? 


"Have I checked my windows lately? Are they clean? Does the 
stage and setting suggest that I have respect for my merchandise? How 
do they really look to the passerby?" 


In 1949, approximately 80 million dollars was spent by department 
and specialty stores here on their window and interior displays, 
excluding permanent fixtures and equipment. By 1960, this figure has 
probably doubled as result of inflation and the growth of new stores 
and shopping centers adding to the market for display materials. 


One of the first steps that retailers can take to see that their 
money is being spent wisely is to send their display executives to 
Christmas Market Week at New York City, June 19-23. 


Everybody's trading up! Last year retailers were busy examining 
their corporate image, exploring the teen age market or talking 
togetherness of downtown hen and shopping center chicks. Some stores did 
more than examine, explore and talk. Some haven't begun yet. Others 
never will. 


But everybody's trading up! Tradition-bound merchandising dogmas 
are being rewritten. Stores that yesterday boasted, "We'll never be 
undersold," today aim their appeals (Continued on page 78) 
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New Automatic 


Printasign 





art 1,00 


’ “ ~ 
Le . 


SWEATERS Wea - 


12.95 | 


MAIL THIS COUPON TODAY 
No obligation, of course. 


Rush to... 
OVERSEAS INQUIRIES: 


EUROPE: N. V. Lettergieterij, Amsterdam Bilderdikstraat 163, 
Amsterdam — West, Holland. 


Permex Pty. Ltd., 188 Peel Street, 
North Melbourne N., 1. Victoria, Australia 


AUSTRALIA: 
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ONLY PRINTASIGN makes your department completely versatile. 
Prints everything from price tickets to a 22” x 28” full sheet— 
on one machine—automatically. ASK US TO PROVE IT! 


600% FASTER Printasign produces up to six signs in the time you 
now take for one. Keeps Buyers happy—banishes “deadline 
jitters” forever. ASK US TO PROVE IT! 


IT’S CLEANEST No messy fingers .. . no type to handle, set and 
unset . . . it’s automatic. ASK US TO PROVE IT! 


IT’S SIMPLE We can train stock girl, part time clerk—anybody— 
to be an expert “signer” quickly, because it’s automatic. ASK 
US TO PROVE IT! 


PAYS FOR ITSELF Reduces department costs per sign... yet 
makes better signs that increase sales. ASK US TO PROVE IT! 


ECONOMICAL You can either rent or buy the new Automatic 
PRINTASIGN ... with guaranteed maintenance. 


the ONLY truly automatic Sign Machine 


—— 


pares Om 


% ADVERTISER 


hated 


*, . MODEL 


NADI 
Space 
305 and 306 
Trade Show 
Building 


' 
: 


Reynolds Printasign Company 
9830 San Fernando Road 
Pacoima, California. 


YES, 1 want you to prove what Printasign can do for our sign 
production! 


Name 





Store Name 





Address 





City Zone__State 











Holiday 


ciation of Display In 
hospitable host 

at He liday 
when its members will pre 
hoth the 


Nati lal \ss 
tries will be your 
House in 
. ll-( hristmas 
, rk Trad Building and the 
fotel New Yorker. Exhibiting at the annual 
ill-Christmas Market Week will be 108 
NADI members offering their newest display 
roedaucts to 


lines at 


Show 


displaymen, national manutac 
turers. robbers and other users or dealers in 
splay 


Hiome-like 


every turn as 


materials 


hospitality will be accented at 
you avail yourselt of the con- 
vivial hospitality each exhibit 
Hoor, offering free coffee, cookies and Cokes 
Santa, in tull regalia, will be present at both 


cations as 


rOOmMmS on 


well as attractive helpers to 
offer information and punch the tickets for 
the daily prizes and grand prize, a Christ- 
Renault 
with white 


mas-red Dauphine. It comes com- 
wall tires, sliding root and 
equipment, to enable the 


drive Market 


plete 
ther 
lucky 
Week in style 


lo be eligible, visitors must fill out the 
tickets received upon registering and have 
this ticket punched by each of six Santa’s 
helpers throughout both Holiday 
Houses completed, the tickets are 
deposited in chimney hoppers located at exit 
pomts 


necessary 


winner to home trom 


stationed 
(nce 


prizes will be made 
daily by “Miss Holiday House,” and she will 
draw the grand prize winning ticket on Wed- 
nesday atternoon, June 22, at 4 p. m. 


Dyrawines tor lesser 





ouse Welcomes Displaymen 


More than 108 members of National Association of Display Industries 
to present fall, back-to-school and Christmas display lines at two 
locations . . . Lucky visitor to win Renault Dauphine . . . Import items 


to be in abundance . . . NADI to elect officers at general meeting 





SHOW HOURS 


Sunday, June 19: 10 a.m. to 6 p.m. 

Monday, Tuesday and Wednesday, June 
20, 21 and 22: 9 a.m. to 6 p.m. 

Thursday, June 23: 9 a.m. to | p.m. 





PRODUCT FORECAST 


Many manutacturers have made 
extensive trips abroad during recent months 
and have returned with many imported mate- 
rials that they will be showing at market 
week either separately or incorporated into 
their own display designs. These imports 
will include foreign mannequins, animated 
figures and basic Christmas decoratives and 
other novelties. 

The amount of high-ceiling exhibit space 
reserved indicates that manufacturers will 
be showing complete exterior spectacular 
displays rather than miniature models and 
sketches. 

There will be more display products in 
plastic, especially vacuum-formed 
Some will be in full 
covery 


display 


plastics. 
round, since the dis- 
small-volume fusion 
Prices will be competitive as more 
and more firms are utilizing this medium. 
Animations will exceed all imagination 
and will be offered on the usual exclusive 
basis to top with ample budgets. 
There will also be less expensive imported 


of a practical 
process. 


stores 


animations available to stores in any budget 
range. 


Fall and back-to-school ideas will be pre- 
sented in limited quantities with originality 
running higher than usual. 

Many mannequin firms have completely 
restyled for the June show and will present 
their first public showing of new figures. 
Receiving particular emphasis will be chil- 
dren and teen-age mannequins. Wigs will 
show even more improvement. 

Demand for the “something different” in 
the way of Christmas interior display units 
will be met with several closely guarded in- 
novations in use of old and new decorative 
materials. 

Prices, in general, will be about the same 
as last June, with lower prices prevailing in 
imported decoratives and plastics. 

Decorative panels and screens will show 
new originality and versatility—also new 
techniques in evidence. 

Themes for Christmas 1960 will be varied, 
with particular emphasis on the international 
“Christmas in Many Lands” promotions to 
tie in with imported gift suggestions and 
“Christmas At-Home” for the traditional 
approach. 

NADI board of directors will meet on 
Thursday, June 16, with the NADI general 
meeting on Friday, June 17. Both sessions 
will be at the Hotel New Yorker. The an- 
nual election of officers and directors will 
take place at the Friday meeting. 


EXHIBIT DIRECTORY 


Kurt S. Adler, Inc. 

Adler-Jones 202 
American Fixture, Inc. 203 
Amplex Corp. 

Artistic Displays, Inc. 542 
Arts and Flowers Displays, Inc. 330 
Associated Fabrics Corp. 302 
Asty Import Corp. 531-32-33 
Atlantic Plastics Co., Inc. 336 
Wm. L. Baer Co., Inc. 338-342 
Jean Ballin Designs 323-324 
C. Barrango Co. 343 
Harry Berkoff 547 
Space “F” 
Grand Ballroom 
New Yorker 


Bliss Display Corp. 


—The Renault Dauphine in Christmas-red, plus white-wall tires, 

sliding roof and all standard equipment, will be presented by Santa 

{and NADI) to the winner of a drawing open to all visitors to 

Christmas Market Week who have their tickets punched by all six 

Santa's helpers stationed throughout the two exhibit locations .. . 

The Renault, shown here at Squaw Valley, was the official car of 
the 1960 Winter Olympics held there recently— 
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to Christmas Market Week June 19-23 


Bulkey Dunton & Co., Inc. 208-8(A) 
Capitol Display Supply Corp. 321 
Chic Display Company Bay “E” 
Grand Ballroom 
James A. Cole Co., Inc. 408 
Corobuff Corp. 337 
Columbia Display Material Co. 346-247 
Cook & Meier, Inc. 339 
Emil Corsillo, Inc. 405-06 
Creative Displays, Inc. 507-552 
Creative Promotions of Calif. 500 
Decter Mannikin Bay “D” 
Grand Ballroom 
Decorative Novelty Co., Inc. 402-03 
J. P. Denton Co. : 544 
Dismar (Display Marketers) 411-12 
Display 5th Floor 
Dispiay Associates, Inc. 407-47 
Display World 2nd Floor 
Duplex Display & Mfg. Co. 509 
Economy Cover Corp. 332 
Elect Mfg. Co. 538-39 
Evergreen Specialty Co. 510-511 
Ev-Ready Advertising 545 
Bay “C” 
Grand Ballroom 
Ferro-Craft 430 
Frankel Associates, Inc. 326-328 
Fusek’s 525-526 
Garrison-Wagner Co. 205-206 
Earl W. Gasthoff Co. 204 
General Display Corp. 443 
Goldsmith & Sons 333 
Imperial Display Corp. 327-29-31 
Kalmo Textiles, Inc. 501 
Kaytee Imports 502-524 
Gordon Keith Originals 424-428 
Stuart M. Lerner, Inc. 505 
S. Liebmann Studio 404 
Lombardo & Co., Inc. 515-517 
Madisonia Manikins, Inc. 303 
Maharam Fabric Corp. 307-49 
Metwood Floral Mfgrs. 308-309 
Mileo Mannequins 301 
Minnesota Artistic Prods. 649-650 
Mitten’s Display Letters Foyer “A” 
New Yorker 
The Morgan Sign Machine Co. 325 
Mystic-Lite Corp. 503 
Nesbit Industries, Inc. 304-14 
New Style Studio 440 
Sidney Newhoff Assoc. 534-37 
Noel Mfg. 442 
Noma Lites 522 


Favrex Designs 


—Shown here is the New York Coliseum and office building, located 
at Columbus Circle, where the British Exhibition will be in progress 


Northcraft Lighting Corp. 420-421 
R. A. Ohlhorst 418 
Oitmanns Co. North Ballroom “B” 
New Yorker 
Mezzanine “B” 
New Yorker 
Park Lane Fabrics Co., Inc. 434-35-27 
Philipp Sales, Inc. 527-28-29 
Plastic Fabricators 348 
Leo Prager, Inc. 438-39-41 


Puddu & Martinelli Mezzanine “A” 
New Yorker 


317-19 


Thomas Orgo, Inc. 


Radiant Glass Fibers Co. 
Regal Flower & Display Co. 521-23 
Resident Display, Inc. 433-436 
Reyburn Mfg. Co. 401 
Reynolds Printasign Co. 305-06 
R-Tex Co. 422 
Rip Studio 409-410 
Gustave Rubner, Inc. 446 
Sama Plastics 427-429 
Santa Claus School, Inc. 540 
Schack’s, Inc. 200 
Bernard Schwartz & Co. 548-49-50-51 
Sebastian Displays, Inc. 414-416 
Shoe Form Co., Inc. 553 
Showcard Machine Co. 335 
Silvestri Art Mfg. Co. 207 
David & Michael Sloan, Inc. 444-445 
Spaeth Displays, Inc. Grand Ballroom 

“A” & “B” bays 
Standard Cell. & 


Nov. Co., Inc. Mezzanine “C” 
New Yorker 
Dave Starkman 201 
W. L. Stensgaard & 
Assoc., Inc. North Ballroom “A” 


New Yorker 
Swivelier Co., Inc. 504 


Sylvor Company 417-419 


seaauen’® 


seuseaee” 
sane ee 
sagt . 


during Christmas Market Week . . . Visitors to Market Week will 


be given special reduced admission rates . . 


. Of special interest 


to displaymen will be the exhibit construction and handling of the 


British merchandise on display— 
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M. E. Taylor & Sons 506-508 
Tero, Grand Ballroom “G” 
Thall Plastics & Metals, Inc. 541-46 
Timely Service, Inc. 600-601 
Union Novelty Co. 340-41 
United Artificial Fruit Co. 514-16-18 
United States Display Corp. 334 
Visual Sales Co. 329 
Ben Walters, Inc. 344-45 
Wilson Research Foyer “B” 

New Yorker 
Grand Ballroom 
“D” Bay 


Wolf & Vine, Inc. 


Zafero Studios 431-432 


THINGS TO SEE AND DO 


World's championship heavyweight fight between 
Ingemar Johansson and Floyd Patterson at Polo 
Grounds, June 20. 

"The Logic and Magic of Color’ exhibition at 
Cooper Union Museum, Cooper Square. 

Greenwich Village Outdoor Spring Art Show, 
Washington Square, through June 19. 

Solomon R. Guggenheim Museum, 107! Fifth 
Avenue, if only to see new building and lighting. 

Museum of the City of New York, Fifth avenue 
at 103rd street, display ideas from Old New 
York. 

Museum of Contemporary Crafts, 29 West 53rd 

street, 'Designer-Craftsmen U.S.A. 1960". 

Radio City Music Hall, Avenue of Americas & 
Seventh street, Movie plus stage show. 

British Exhibition, New York Coliseum, attractive 
exhibits of British trade goods, special rate to 
Market Week visitors and NADI members. 

Window shopping, a must for displaymen; the 
best free show in town. 

Freedomland U.S.A., opens June 19, Special dis- 
play night, Tuesday, June 2!, with special rates 
for Market Week visitors. (see article on next 
page). 

Write to New York Convention and Visitor's Bu- 
reau, 90 East 42nd street for free copy of ‘The 
Visitor's Guide,” that includes a map of the 
city and other useful information. Foreign vis- 
itors can request the "Guide" in any of five 
languages. 





Freedomland U.S.A. 


A monument to the unlimited possibilities of display is 
this new showplace — New York's answer to California's 


Disneyland. ..Displaymen should include a visit as a ‘'must"’ 
item on their agenda while at Market Week, or whenever 
in New York City... Tuesday, June 21, is special NADI night 


WO hundred years of American his 
‘hae and folklore will come to lite at 
New York City this spring. On June 
19, Freedomland—the world’s largest tamuly 
ntertainment center—opens its gates to the 
sbyda 
\ unique fun-and-education showplace, 11 
will combine the action ot live entertain 
ment and the romance of our country's most 
famous historical stories, with everyone get 
ting in every “act.” Freedomland’s physical 
layout will follow the contours of the U.S., 
with 14 areas and eras ot our past and tuture 
restaged within a 205-acre arena. On hand 
will be an appropriately costumed “cast” ot 
200) to create the live atmosphere tor each 
scene and story 
When opened, the center will represent an 
investment of $65,000,000. Over 5-mullion 


parents and youngsters from all over the 


world are expected to see and joim in the 
show this initial season 


Upon entering Freedomland, the first 


“show” will be “Little Old New York’ of 


the 1750-1850 era. Here, visitors will re-live 
the period as it existed: They will ride on 
horse-drawn street cars; shop in replicas ot 
well-known stores of the time (and, in many 
cases, buy articles popular then); sample 
highlights of the entertainment then = in 
vogue: view residences, commercial struc 


36 


YOU'RE INVITED! 


The National Association of Dis- 
play Industries, realizing that visit- 
ing displaymen would want to visit 
“Freedomland” during Market Week, 
made special arrangements with the 
center’s management. Tuesday night, 
June 21, has been named N.A.D.I. 
NITE at “Freedomland” from 7 p.m. 
to 12 p.m. Special rates for both 
admission and the tour of “Freedom- 
land” have been worked out for any 
visitor to the N.A.D.I. Market Week 
who wishes to include a trip to the 
center among things to see and do 
while in New York. Bus transporta- 
tion facilities will be made available 
from the Hotel New Yorker. Fur- 
ther details will be announced dur- 
ing the course of Market Week. 


For displaymen it should also be 
fun, educational and inspirational. 
A visit should provide a barrel full 
of ideas for new windows, exteriors 


and interiors for the next year. 


tures and landmarks for which the city was 
famous; taste the food and drink charac- 
teristic of the century; and, generally, turn 
time backward more than a hundred years. 
In “Chicago”, re-created as it was in 1871, 
an ingenious combination of design effects 
and scientific gadgetry will cause the city 
“to burn to the ground” every 20 minutes. 
Real flames will leap from structure to 
structure, and giant walls will crash to the 
ground—only to spring back into place in 
an unseen moment and just before the next 
group arrives. Here, too, an authentic model 
of the Chicago depot of the era will be the 
boarding platform for the narrow-gauge 
railroad ride that will circle the “Mid-West” 
and pass through “San Francisco.” Chicago 
will also be take-off point for several 400- 
passenger sternwheelers that will cruise 
through Freedomland’s “Great Lakes.” 
Some of Freedomland’s most exciting mo- 
ments will come when visitors “re-fight” the 
Civil War. The top thrills of several pivotal 
battles will be lumped together so the his- 
torical coverage can be extended. And the 
feeling of actual participation will be gained 
when the war correspondent’s wagon in 
which visitors are riding through the lines 
is caught in a cross-fire of exploding am- 
munition. So life-like will be the effects, it 
is expected the audience will get real goose- 


DISPLAY WORLD 





flesh at the shelling of buildings, the belch- 
ing of fire and smoke, the booming of field 
guns and the wham of cannon balls as they 
hit their targets. 


Throughout, Freedomland’s designers have 
drawn on their artistic imagination to pro- 
duce audience reactions far removed from 
the ordinary. There will be none of the 
usual carnival-type rides or _ skill-games. 
Instead, mobile attractions are being tailor- 
made—some even being manufactured in 
foreign countries with moon-shot precision 
—exactly to fit particular historical situa- 
tions. 

An ore-bucket suspended from an over- 
head cable, for example, will carry passen- 
gers on a 7Q-foot-high ride from the “silver 
mines of Colorado”, over the “Rocky Moun- 
tains” and into the region of the “Dakotas.” 
In the “Northwest Passage” country, bull 
boats will re-trace the route of the Lewis 
and Clark expedition; during this, passen- 
gers will be “fired at” by Indians (mechan- 
ical, that is, but as_ realistic-looking as 
though they were real flesh and blood), will 
shoot the rapids, visit a fur-trader’s camp, 
have a log bridge “collapse” over-head and 
view the unusual animal life and plant lite 
of the region. 


In antique autos—circa 1910——Freedom- 
land adventurers will be able to steer them- 
through a typical “New England” 
countryside, where they will close their eyes 
to reality and open them on a Cape Cod 
coast during the time of the fearless whalers. 
Mardi Gras will be celebrated every hour of 
every day in the reconstructed “old New 
Orleans.” And a seemingly innocent boat 
ride beginning here will sail passengers 
through seven seas tull of thrills, such as 
might have been experienced by the real 
Gulf Coast pirates. 


selves 


“Dark rides” in various sections of the 
park are looked to to provide story-book exX- 
citement that will be long remembered. 
These are basically similar to the old 
“tunnel-of-love’ rides; in the place of 
“hearts and flowers”, however, startling vis- 
ual effects, noises and unexpected sensations 


will give riders the “you-are-there” feel of 


eye-witnessing historic episodes. In _ this 
way, visitors will go through the holocaust 
of the San Francisco earthquake, the rocket- 
speed sensation of touring the globe in six 
minutes, the jarring experience of a Louts- 
jana tornado. 


r 
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C. V. Wood, Jr., project director, says 
every installation will be solid in construc- 
tion, built to last half a century or more, 
authentic in every detail. Freedomland, he 
goes on, will “never be completed,” as new 
rides, new attractions, colorful chapters of 
American heritage will be added each season. 

So exacting is Freedomland’s reproduction 
that, in a big sense, the natural wonders of 
the nation are being transplanted here. 
There will be scale-size forests, a rebuilt 
“Rocky Mountains” in perspective, a minia- 
ture “Great Lakes,” the panorama of the 
“Great Western Plains.” As for natural 
foliage, live squash will be growing on the 
vine in appropriate areas; desert planting 
will blanket much of “Arizona” and “New 
Mexico”; magnolias and oleanders_ will 
fluorish around “New Orleans.” More “ex- 
otic” plants will inclde buffalo grass and 
rare water lilies, palm trees, birds of para- 
dise, New Zealand flax, orchids and banana 
plants—all blossoming in their “natural habi- 
tats.” A duplicated farm area in the “Iowa” 
region will have a full-size corn field, com- 
plete to ears of corn on the stalks. 

Rounding out the varied slate of attrac- 
tions will be industrial and product exhibits 
in which major industries of the United 
States will present the roles they have 
played in our nation’s growth. Such ex- 
hibitors are expected to invest $14,000,000 
on these projects. 

Freedomland is approximately 20 minutes 
away from mid-town Manhattan. It is at 
Gun Hill Road and the Hutchinson River 
Parkway and the New York State Thruway 
in The Bronx. It will be easily accessible 
by subway, bus or the family auto. 

Bliss Display Corporation, Long Island 
City, N. Y., built many of the figures, props 
and special effects that will be 
Freedomland. 


seen at 


—Above, Chun King restaurant in Old China- 


town, San Francisco, one of many eating 
places throughout Freedomland U. S. A. where 
foods associated with a particular region are 


served in an authentic atmosphere— 


—At top, opposite page is an artist's drawing of Freedomland U.S.A., which is laid out in the 


shape of the U. S. and covers approximately 205 acres only minutes from Manhattan— 


—Bottom left, Pony Express area in Freedomland U.S.A.— 


—Bottom right, a view of Old Chicago, before it burns to the ground (every 20 minutes) at 
Freedomland U.S.A.— 
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Tiffany's (left) 


Gene Moore 


Recipe for an Easter Display That Consumers Cotton To: Take seven raw eggs, puncture 
the ends with a pin, punch a whole in the middles and extract the insides. Fill the bottoms 
with moss, then place gold rings inlaid with various precious stones on the moss. String 
the eggs on jeweler’s wire (if string is used, the eggs will turn the wrong way) and suspend 
from the ceiling. Place the two halves of another egg shell on the floor with a ring in one 
half. Use a turquoise-blue background lighted by turquoise baby spots and a fluorescent 
tube; use daylight auto spots on the jewelry. For maximum effect, reduce the width of the 
window to 10 inches. Standing outside the window to enjoy the comments is the chef's 
privilege 


Manhattan Display 


...in an Egg Shell 


By RAYMOND MASSEY 


new and exciting talent on the Manhattan display scene is the Detroit- 
A seasoned one belonging to Wilmer Weiss, visual merchandising director for 

Franklin Simon and Oppenheim Collins and their branches across the country. 
That's quite a job and, on the basis of his Franklin Simon debut alone, he cer- 
tainly knows what he's about. A more-enthusiastic-than-ever Jess Sweeney 
remains as assistant display director . . . The work of Hugh T. Christie, display 
director for De Pinna, is represented for the first time in these pages by as 
refreshing a display conception as one could ask for. 


B. Altman (left) 
Anton Heller 


“The most important Silhouettes for 1960,” one of 
Anton Heller’s most winning efforts, pretty well 
speaks for itself. The white silhouette in the fore- 
ground (directly to the rear of the mannequin) was 
cut from the panel; an identical silhouette is in back 
of the panel. Simple as the ABC’s that spell 
e-f-f-e-c-t-i-v-e d-i-s-p-l-a-y. “The fitted princess 
coat ... high-bodiced, gently flaired and young!” 
was tagged at $160 
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Lord & Taylor (left) 
Paul Vogler 


To show the latest fashions for young hits and 
their most suitably attired suitors, Mr. Vogler 
staged a beach party, a bicycling picnic excur- 
sion in the woods, a tormal dance under the 
stars, and the scene pictured here—the display- 
hippest square dance in town for “whirl-away 
country clothes in junior sizes.” The mannequins 
in the foreground are taking advantage ot L&T’s 
elevator windows, an enviable arrangement that 
enables the staff to assemble the displays right 
in the basement shop. 


De Pinna (left) 
Hugh T. Christie 


Mr. Christie took a tancy to a De Pinna mailing piece illustrated with the original art 
work from the Farmers’ Almanac and evolved the idea of using the store’s Fifth avenue 
windows to see five months of the year through the eyes of a child. To scale down the win 
dows to a child’s proportions, he installed a green-velvet trame against the glass to give a 
shadow-box effect, inscribed “De Pinna Almanac” and the names of the five months (April 
through August) on the windows in gold, and applied clear acetate blowups of the Farmers’ 
Almanac art work to the glass. In the display seen here, the traditional wedding month was 
suggested by placing a flower girl in a matching Swiss dress and hat on a rice-covered floor 
A pair ot tall tapers, a bridal bouquet, an empty rice box and, on the back wall, a larg: 
stained glass panel lighted from the rear completed the illusion. In the April window, a 
child in a raincoat and hat was standing in a puddle in her bare feet, her shoes and socks 
having been tossed on the grass floor.. Rain was turnished by a drip can. May was evoked 
by a moppet surrounded by live tulips, gardenias and hydrangea. July was conceived as a 
red white and blue-attired little girl celebrating her Fourth with flags and firecrackers, 
while August found two children in “Moon Monster” sunsuits exploring the bulrushes 
Lighting in each window was by two 300-watt spots and one 200-watt spot with green and 
blue filters. 


Franklin Simon (right) 
Wilmer Weiss 


Wilmer Weiss began his new assignment with a pro's 
sense of display drama by collaborating on a visual mer- 
chandising show with the advertising department—they of 
the advance billing. For its initial performance, the Frank- 
lin Simon Playhouse presented “Intermission” starring 
Vanilla Ice—bone-colored silk chiffon creations posed against 
a white stand designed in the shop and a white floor and 
walls. “Top Billing” lingerie was scheduled for the next 
week’s performance, with other star attractions to follow on 
the same stage until the end of June. It’s a pity the new 
mannequins (who, understandably, can’t stand _ stands,) 
weren’t around when Gay Talese did the “New Look” story 
in the New York Times Magazine quoted last month. While 
fashionably slim, they bring to mind a comment on Sophia 
Loren that appeared in ((of all places) Vogue: “After 
Loren, bones are boring.” 














Carson’s Bursts into Bloom with... 


t. 


called “The Windy City,” and Monday, 

March 7, was no exception, for wintry 
winds blew icy blasts—but anyone on State 
Street who was within eyesight of Carson- 
Pirie-Scott was not aware of it ... for that 
March day, State Street itself was abloom 
with spring flowers! 

Four feature windows, ablaze with pro- 
tusely massed artificial flowers and each pre- 
senting one of four spectacular Lanvin flow- 
er costumes, attracted thousands to the most 
magnificent floral display State Street had 
ever seen. 

The idea for the Lanvin “Fragrance and 
Flowers” promotion (which had its world 
premiere at Carson’s in Chicago on the 
March 7 we're talking about) originated a 
year ago when Edward L. Cournand, presi- 
dent of Lanvin Parfums, and Harold C. Mar- 
tins, public relations director for Lanvin, 
went to Chicago to discuss the subject of 
educating American women in the use of 
fragrance with Carson-Pirie-Scott execu- 
tives. 

Using the natural association of flowers 
and fragrance as a theme, Mr. Cournand 
commissioned the designer Fontayne to cre- 
ate four floral gowns interpreting Lanvin 
fragrances, to be displayed in four of Car- 
son’s State Street windows. The first gown 
was made entirely of roses, the second main- 
ly of violets, the third of geraniums and thi 
fourth of all the white flowers that go into 
the making of fine perfumes. 

These costumes were not meant to repre- 
sent specific floral perfumes, but rather a 


called “Th knows that Chicago is often 


The natural association of flowers and fragrance lead to theme for 


the promotion which had its world premiere at Chicago this spring 


... It will be repeated, with some adaptations, throughout the country 


during coming months through cooperation of top stores and Lanvin 


—Main floor view of Carson's interior during 

Fragrance and Flowers promotion . . . Lanvin's 

Arpege fragrance wafted intermittently through- 

out the floor to add to the effect of the artificial 
flowers and foliage— 
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blend of all flowers. Windows banked with 
thousands of harmonizing artificial flowers 
were signed “It takes ten times this many 
flowers to make one bottle of Arpege.” 

Clement C. Bradley, Carson’s display 
director, decided to develop the floral motif 
further, showing floral millinery keyed to 
Lanvin’s theme in five additional flower- 
decorated State Street windows. A specta- 
cular interior display on the first floor used 
40,000 artificial flowers, trailing greenery and 
splashing fountains, to complete the story 
that “Spring had come to Carson’s 

All other store windows were flower-bor- 
dered or followed the flower theme in some 
way. Lanvin perfume-sprays (of Arpege) 
imparted delicate fragrance to the first-floor 
area throughout the day, and decorative tie- 
ins with a floral theme on all other floors 
and in all departments throughout the store 
displayed floral merchandise accented by the 
famous round black Arpege perfume bottle 
of Lanvin. 

On the opening day of the promotion, a 
special “early-bird” prevue was given to 300 
employees as they entered the store. 

All Lanvin merchandise was especially 
gift-wrapped in exquisite pastel tones of 
foil satin paper and tied with satin ribbon 
topped with spring bows and nosegays. 

During the weeks and months preceding 
the promotion, long-distance phone-calls be- 
tween Carson’s and Lanvin’s Mr. Martins 
were many. One week before the official 
opening date (March 7), Mr. Martins went 
to Chicago to arrange final preparations. 
On Wednesday, March 2, three of the spec- 
tacular Lanvin floral gowns were presented 
on the first color fashion show to be given 
in Chicago, on the Fran Allison show at 
WGN-TV. This was followed by another 
presentation of the gowns on the “Great 
Music from Chicago” program on WGN-TV, 
also in color, and sponsored by Carson’s. 

Lanvin’s president, Mr. Cournand, went to 
Carson-Pirie-Scott for the opening day. A 
press breakfast was held for him, attended 
by Carson executives and members of Chi- 
cago’s fashion and beauty press. Later that 
morning, Mr. Cournand appeared on the 
Fran Allison TV show with Miss Eleanor 
Nangle, beauty editor of the Chicago Trib- 
une; a flower fashion show by Carson-Pirie- 
Scott, commentated by Maggie Daly, was 
also a feature of this program. In the after- 
noon Mr. Cournand was introduced at a 
Maggie Daly fashion show in the Camellia 
Room at the Drake Hotel and that evening 
he was interviewed on Marty Faye’s TV 
program. 

During the first three days of the Lanvin 
promotion, Carson’s entertained a _ distin- 
guished visitor from Japan, Mr. Koshu 
Tsujii, a grandmaster of the art of flower 
arrangement in that country. Mr. Tsuji 
gave three tea-time lecture-demonstrations 

On Wednesday and Thursday of the same 
week, two flower fashion shows entitled 
Bouquet of Fashion” were presented in the 
store's Heather House restaurant. 

The world premiere of the Lanvin “Flower 
and Fragrance’ promotion was the high 
point of Carson’s spring floral presentation, 
with advertising in all Chicago papers, on 
radio and television, and editorial publicity 
receiving excellent response. Now 
everyone is talking about flowers .. . Lanvin 

. and Carson’s. 


JUNE, -1960 


( right) 

—White rose flower dress by Fontayne 

as it appeared on Fran Allison color 

TV, WGN-TV, Chicago, as part of Fra- 

grance and Flowers promotion at 
Carson's— 


(center) 


—Carson's Fragrance and Flower 

promotion was tied in with floral mil- 

linery windows which also featured 
Lanvin's Arpege fragrance— 


(bottom) 


—The violet dress by Fontayne was 

made of velvet violets and orchids, 

with the parasol of solid violets .. . 

Skirt panels were of pleated chiffon .. . 

This was one of four flower dresses 

shown in the windows and also on 
television— 
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Meet Me at the Fountain... 


Davison s-Lenox Square 


Competitive department store values in an elegant specialty 


shop decor is the aim and accomplishment of Davison's new store 


in Atlanta's Lenox Square shopping center . . . Two-story fountain 


in rotunda is rapidly becoming meeting place of shoppers 


light and shadow on the merchandise. New 
concepts of fixturing and subtle tonal ranges 
of background colors project a_ serenely 
muted decor. From the shimmering, marble- 
like tile floors to the brilliant chandelier de- 
signed in Italy Room ot 
Better Fashions, everything in the store was 


Davison's - Lenox 


for the Georgian 
created especially for 
Square 

Qn the Mall (upper) level of the store 1s 
one of America’s most brilliantly designed 


(left) 


—Davison's fountain— 


(bottom left) 
—Aisle of Fashion— 


{bottom right) 


—China, Glassware 
Department— 


fashion floors. It is many stores in 
offering complete selections of ready-to-wear 
and accessories and competitive department 
store values against the elegant background 
ot special shop decor. 

Unusual, eye-catching feature of this new 
fashion floor is the Aisle of Fashion, a 
boulevard of stunning mannequins. On one 
side ot the Aisle of Fashion 1s a 
shops filled with the newest, pace-setting 
tashions created in America and abroad. On 


one, 


series ot 


the other side is an entrancing avenue of 
kach shop is signatured and 
individualized by a charming hand-painted 
mural, and separated only by lighting and 
soft, muted colors to create uninterrupted 
vistas of spaciousness. 

Making the fashion floor one of the most 
complete suburban fashion stores in Amer- 
ica are the following shops: The Starlet 
Circle with dresses, coats, suits and sports- 
wear tor teens; the Junior Shops of dresses, 
coats, suits, and sportswear for sizes 5 to 
15; Misses’ and Women’s Shops and the 
(Casual Shop offering dresses and costumes 
tor sizes 10 to 20, and half-sizes; The Geor- 
gian Room, Fur Salon, Better Coat Shop 
and the Miss Davison Shop with fashions 
that range trom America’s brightest young 
designers to the haute couture of France 
and Italy; the Sportswear Shop filled with 
separates and casual tashions, Budget Dress 
and Coat Shops devoted to thrifty-priced 
dresses, suits and coats. 

The Avenue of presents the 
newest in costume jewelry, handbags, gloves, 


aCCesso;ries, 


Access ries 
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neckwear, perfume, other beauty needs, all 
carefully screened and edited to bring At- 
lanta the most conversational and fashion- 
able accessories created in America and 
abroad. 

Davison’s Lenox Square Shoe Salon, with 
its paneling of porticoed mansions of the 
South, and its French provincial furniture 
upholstered in gold, is a matchless setting 
for America’s most famous shoe fashions. 

Completing the fashion floor are lingerie 
and sleepwear shops decorated in porcelain 
white and featuring flower murals; an inti- 
mate luxurious Bridal Salon with a bridal 
consultant, a complete store of fashions for 
men, and a fairyland world for children of 
all ages. 

The Plaza (lower) level of the store is 
a magnificent, wide-open sweep of spacious- 
ness devoted to furnishings for Atlanta’s 
beautiful homes. It is many stores in one, 
offering complete selections of furniture, 
rugs, beddings, draperies, linens, china, 
glassware, silver, housewares, and includes 
a jewel-lit version of Davison’s Downtown 
Corner Shop, long-ftamed for its priceless 
antique collections, plus a complete Leisure 
Center teaturing TV _ sets, radios, phono- 
graphs, toys, games, cameras, luggage, play- 
time equipment, and a Sewing Center com- 
plete with tashion fabrics, sewing accessor- 
ies and notions. 

Strokes and arcs of color, from raw gold 
to chartreuse, cream-beige to turquoise, grey 
to tones of blue, are dramatically used to 
create light, space and subtle excitement on 
the Home Floor. The flooring, of glazed tile 
that shimmers like marble, interesting par- 
quets of sycamore wood, islands of deep, 
luxurious carpeting add greatly to the beauty 
of the Home Floor. Each shop is individ- 
ualized with charming and provocative hand- 
painted murals. 

On the brilliant Home Floor can be tound 
everything from a cobbler’s bench coffee 
table to an antique French chandelier, trom 
scatter rugs to Aubussons, from teacups to 
tennis racquets, trom eggbeaters to power 
mowers, and every customer service to make 
shopping easy and completely satistactory ; 
gift wrapping, repair service, a_lost-and- 
found department, a credit office, even white 
telephone “little-booths.” At the customers’ 
requests, purchases made on the home floor, 
as throughout the store, will be gathered in 
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one convenient place at the Service Desk, 
and delivered to their cars at the 
Level. 

The fountain, which ts a favorite meeting 
place of Lenox Square shoppers, is simply 
designed to show and enhance the store’s 
decorative motif. Its classic, timeless beauty 
will maintain its good taste through years 
to come. The fountain is 8 feet in diameter, 
extends from the Plaza (lower) level to the 
Mall (top) level and sprays up to 26 feet 
in the air. It is made of terrazzo with an 
iridescent quartz surface. The bottom of the 
pool is a glass mosaic patterned to shimmer 
and sparkle through the water. Flood lights 
play on the fountain to give an ever-chang- 
ing panorama of colors. The splash of the 
fountain is murmurous and musical, muted 
to a whisper. This is the result of intensive 
research. OQutdoor and indoor fountains in 
Europe and America were tested for clamor 
and stridency and for velocity and direction 
of spray. Final testing took place in Macy's 
warehouse in New York, the only place with 
space and ceiling height comparable to the 
Davison’s store. 

The Davison’s fountain is more than a 
beautiful and unusual symbol. It is more 
than a rendezvous or a sparkling conversa- 
tion piece for Atlantans. It is more even 
than just Davison’s fountain. In a very real 
sense, it belongs to the whole community 


Lower 


(right) 
—The Corner Shop— 


(bottom left) 


—Women's Shoe 
Salon— 


(bottom right) 
—Men's Store— 


and through the years will be known as a 
fountain of help for the city’s worthy causes 
Shoppers at Davison’s are invited to 
their coins in the fountain for charity's sake 
Each month in the year will be designated 
for a different cause—United Appeal Fund 
to March of Dimes; Cerebral Palsy as well 
as local hospital or church needs. 

Architects for the store were the firms of 
Copeland, Novak and Israel of New York 
and Toombs, Amasano and Wells of At- 
lanta. 

The store covers 120,000 square feet of 
space; there being 60,000 square feet on the 
Plaza level and 60,000 square feet on the 
Mall level. Approximately 80 per cent of 
this space is devoted exclusively to selling 
areas, merchandising being received from 
the new service building and supervision of 
the buying operation being controlled from 
the Downtown store. It has six display win- 
dows: one on the Plaza level and five on the 
Mall level, each window being 22 feet long 
and of the conventional type with back- 
grounds. The display staff consists of Fred 
Koeth, display manager, with two assistants 
and a porter, plus one girl who operates the 
sign shop. 

Promotions coincide basically with that of 
the Downtown store and complete classifi- 
cations in each category 
this operation. 


toss 


are maintained in 





Sears, Roebuck—Geary St. (left) 
Gene Harden 


A sunny atmosphere illuminated the major portion of the main floor 
through the extensive use of bright yellow and orange interspersed with 
white for a summer wear promotion of merchandise tor the whole family. 
Flocked paper in yellow and white strips covered the columns with orange 
panels attached. On them, large white cut-out letters spelled out, “Sun 
Shop”, with a gold sunburst appliqued in the center. Orange netting sus 
pended from the same color poles with very decorative finial tips added 
color to the motif as well as a background for the many white tissue fish of 
different shapes and sizes floating about. Island displayers with groupings 
of mannequins of all ages and sexes displayed the merchandise. 


In and Around... 
San Francisco 


By DICK JACHIM 


OLOR and humor reign at H. Liebes. Prop problems 

solved at Jackson's. Unusual designs attract at Hink’s. 

A novel makes a big hit at Macy's. Summer at its 
brightest at Sears. All contribute to the display story in 
San Francisco and suburban displays. 


Marston's—San Diego (right) 
Roy Melton 


Backgrounds soon to be available to display men throughout 
the country from Convair, manufacturers of the new super jet 
identifed as Convair 8-80, was composed into a setting here. 
Mr. Melton tied in fashions by Travilla with the four points of 
value of this new jet, and which are, “The fastest distance be- 
tween two points ;" “The quietest : "se “The smoothest . 
and “the luxurious » 

Under the clever caption, which read, “Fashions for the jet 
age,” he placed panels around the fashion depicting the same 
points. A black and white panel of a clock and compass high- 
lighted the first point. A whirling pattern in muted colors 
described the second. A sunburst and a design of the world on 
soft, smooth textured fabric in pastel colors described the third 
point. And a photograph of Travilla set in side ways tor a 
humorous touch and the finery of the fashion as well as furs 
in some of the windows described the fourth point, which, as 
stated before 1s, “Luxurious.” 


Macy's—San Francisco (left) 
James Stewart 


A new novel on San Francisco by the 
very popular local columnist, Herb Caen, 
stimulated Mr. Stewart into creating a book 
shop to promote it. The background was 
filled with the novels on tiers of shelves 
and associated with San Francisco by a 
landscape print of the city’s skyline. A 
desk stacked with books, with some under 
it in awry positions, found a very realisti 
cut-out of the author leaning on them 
Chicly attired female shoppers browsed 
about, and added books covered the floor. 
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Hinks-Berkeley (right) 
George Jelten 


A lace cloth promotion created a dramatic window 
as well as showing the merchandise to the best advan- 
tage. Draped over suspended hoops, it allowed the shop- 
per to readily view both sides of the fabric. Swagging 
the corners made interesting designs. Wild oats in 
gold, orange and brown held in a jardiniere in the 
center of the window, gourds and grapes on the floor 
add a touch of color to the composition. 
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Jackson's—Odakland (left) 


Don Hummel 


A very unusual and interesting prop problem was 
solved at Jackson's Furniture Store by Mr. Hummel 
Utilizing the manufacturer's miniature furniture, 
which were replicas of the maple furniture being 
promoted, Mr. Hummel used shadow boxes for the 
displays—keeping everything to scale. The walls 
were done in pale blue wallpaper and lush gold 
carpeting covered the floor. The lamp on the ex- 
treme left was originally a salt shaker and o1l paper 
fabricated the shade. Strips of wood covered with 
paper made authentic appearings—books and a small 
pencil sharpener made into a fine globe for the desk 
found against the wall. Vases and jardinieres with 
live plants would never again feel like jewel boxes 
or small planters that they were. Curtain rods, 
probably, never before became an elegant chandelier, 
as the one suspended by brass chain over the living 
room table. And pewter doll dishes did a grown-up 
job as fine china and utensils. 


H. Liebes—San Francisco (right) 
Marion Canfield 


When a promotion creates enough 
attention to warrant a news item in a 
metropolitan newspaper, that’s wel- 
come publicity by the store as well as 
gratifying to the display director. This 
was the case in Marion Canfield’s re- 
cent promotion of the store's Faberge 
“Straw Hat” toiletries. The theme, 
“Sun time ... straw hat time,’ found 
its way not only to the windows but 
to the awnings above each window, 
the latter also appliqued with enor- 
mous straw hats. Casual clothing 
stressing madras and, of course, plenty 
of the toiletries, graced the windows. 
The clothing was arranged on cutout 
figures in natural wood grain. Real 
straw on the floor, plus bales of it, 
provided the other display essentials 
in the 14 windows used. Herb Caen, popular San Fran- 
cisco columnist, commented that pigeons were busy 
snagging strands of the straw hats on the awnings for 
their nests, adding unsolicited animation to the pro- 
motion. 
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Romantic Setting 


Will Sell Towels 


Put aside your crying towel when White Sale 


time comes, and try impressing the customer 
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that towels are things of beauty instead of 


strictly utilitarian items . . . There'll be no 


need for crying towels after that 


the New York City show 
Martex Division of Wel- 
lington Sears Company step out of the 
contronted by a pair of 
‘| hey skirt 
a fountain in which water trickles musically 


IST TORS to 


room ot the 


elevator and are 
carts loaded with spring flowers 
from one gilded lily leaf to another, cross 
thie threshold 
white wrought-iron 


into a reception area where 
furniture, an old-tash- 


vivid butterflies sus 
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pended trom the ceiling give the effect of a 
Parisian park, and look towards a Paris 
skyline down a tree-lined arcade of delecta- 
ble specialty shops. 

\t least, this is the illusion. The skyline 
is Montmartre’s in paint, and the charming 
boutiques are individual selling areas, color- 
fully lined with the towels, shower curtains, 
bath mats and bath rugs of Martexs 1960 
collection. The windows of the candystore, 
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the music shop, the flower mart, the ballet 
boutique and the stationery store hold towels, 
too—with each window carrying out the 
theme expressed by the particular pattern 
on display. 

At the end of the arcade, an artist's studio, 
brilliantly lit, is background setting for the 
highlight of Martex’s 1960 collection—the 
beautiful “Paris Skies” group. Round the 
street corner a pair of kiosks flank the en- 


—The showrooms of the Martex Division of 
Wellington Sears Company at I11 West 40th 
street in New York have taken on a French 
air, complementing Martex's newly introduced 
Paris Skies group Shown above in an 
unusual manner is the collection of towels that 


brings a new concept of bathroom decor— 


—A display from the Martex showroom that 
might well take its place in a summertime 
. . Colorful Martex beach sheets 
cre hung on the walls of a rustic beach house, 
and a towel-draped beach siren shades herself 
with a parasol amusingly made from plain and 


store window . 


patterned towels— 
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—Shown here is another Martex showroom 
play for their Paris Skies group .. . 


dis- 
This 


eye-catching display depicts an artist's studio— 


trance to a tenced-off beach area, firmly 
lettered with a warning, in French, to “Post 
No Bills.” Inside, sophistication assumes a 
more raffish air as befits the showing of 
Martex’s amusing beach towels. Hung on 
wooden pegs, pinned to rustic planks, the 
vivid stripes, checks, patterns and cartoon- 
like designs of these fun beach sheets are 
an eye-compelling setting for a _ reclining 
towel-draped blonde, who protects her wood- 
en shoulders with a sunshade 
plain and patterned towels. 

The atmosphere of the showroom through- 
out :—the imaginative displays, the aura of 
elegance, sparkle and gaiety which on spe- 
cial occasions is emphasized with efferves- 
cent background music, the attractive decor 
—is the result of a deliberate policy, for- 
mulated by William D. Hartman, Wellington 
Sears vice-president in charge of the Martex 
Division. Its purpose is to carry through in 
displays the same feeling that Martex de- 
signers expressed in their originals. This is 
why little pale pink ballet shoes and illus- 
trations of tutu-clad ballerinas decorate the 
“boutique” where the dancingly-gay towels 
in the “Pirouette” line are set out, and why 
a brass trumpet and cymbals are allied with 
towels in the “Staccato” pattern, a design as 
contemporary as a jazz combo. 

At the same time, the displays are planned 
to catch the imagination of buyers, and give 
them the urge to persuade their stores to use 
similar displays in windows and in linen de- 
partments. Mr. Hartman feels it is particu- 
larly important that on the retail level, the 
Martex theme—good design, good taste and 
good quality—is exemplified just as it is in 
the showroom and in their consumer and 
trade advertising. 

3eyond these immediate goals is a third 
objective, the stimulation of the consumer. 
Says Mr. Hartman, “We want to keep wom- 
en shoppers continually aware that towels 
are a thing of beauty, and not just a strictly 
utilitarian article, so we do all we can to 
show stores how towels can be put into a 
romantic setting. The association of towels 
with small luxury items and the varied ap- 
purtenances of elegant living in store dis- 
plays will help immeasurably in getting over 
our ideas about our product. Imaginative 
store displays also stimulate the consumer 
to buy her towels immediately, rather than 
waiting until her present supply is worn out. 
If she wants it that way, her last year’s 
towels can be coordinated effectively with 
items from the new line, and she can use 
older towels for cleaning, or washing the 
car! Another point: the better looking the 


made trom 


—'"'First Romance,” part of the 1960 collection 
of Martex towels, is displayed with thank-you 
notes and other stationery store merchandise 
in this window, part of an arcade of shops set 
up in the showroom of Martex... Bright kitchen 
towels, on display in a small shop window, are 
teamed with spice holders and salt-and-pepper 
sets— 


JUNE, 


1960 


display is, the more effectively it works as a 
sales stimulant for the store itself, exciting 
the purchase not only of towels but of other 
accessories that will dress up and beautify 
the bathroom.” 

Martex retains the services of a top New 
York display firm, T. Miles Grey Associates, 
decorate the showrooms, and to set up 
displays for sales meetings and special pre- 
sentations. Mr. Grey’s company is consid- 
ered outstanding in the soft goods display 
business. 

The enthusiasm of visiting retail store ex- 
ecutives for the Martex showroom displays 
has been so great that, for over a year, John 
W. Little, II, Director of Advertising tor 
Wellington Sears, has prepared special port- 
folios of full color photographs of these dis- 


to 














plays tor distribution to key retail accounts, 
interested in adapting the ideas of the Mar- 
tex showroom tor towel presentation in 
their own window and linen departments. 

The beach towel display, and another set- 
ting of great elegance, showing a marble- 
floored bathroom with sunken bath, shelves 
of stacked towels, the sugyestion of a show- 
er—indicated by a “Paris Skies” shower cur- 
tain—and period chairs upholstered with 
towels in the “Paris Skies” design will 
probably be the displays photographed for 
in this promotion. The latter setting 
particularly exemplifies the “expensive, but 
high quality” look of “Paris Skies,” a group 
inspired by the leaves and blossoms of the 
chestnut trees which flower in the French 
capital in springtime. 
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“Bring a good bottle from the cellar” 
e For effective display of wines, suggesting 


prestige of the connoisseur. 
Stairs cut from plywood. 

Sand on the floor. 

Half of mannequin ascending stairs and 
holding wine bottles—cut-out figure can be 


substituted. 





; ‘Enough for the whole week”’ 


e For dramatizing capacity of new refrig- 
erators. 

e Variety of real and imitation foods dis- 
played on sawhorse-supported plank in 
front of opened refrigerator. 


e Horizontal lines midway up on side and 
back walls create cohesion in the setting. 


e White scatter on the floor adds coolness 
to be associated with the merchandise. 
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“Discover the genuine comfort 
a 


e Blankets 
rounding. 
Fire place, logs, lamp creates cozy 
feeling that should be associated 
with the merchandise. 

e The feminine mannequin in neg- 
ligee holds blanket close in front 
of her. 

Other blankets are stacked in 
staggered arrangement against 
both side walls, extending to the 


ceiling. 
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“‘Recover freedom in spring with... . 


e For display of girdles, bras and other foundation garments. 


@e Three cut-out figures in spring pastel colors or current 
fashion colors—with a subtle touch of glitter flocking 
command three small gardens surrounded by latticework. 





@e Three butterflies made of wire and covered in tulle. 


Strip of bamboo matting across back and side walls midway 
from floor. 


Natural branches with artificial leaves or cut from green 
paper—also with an added touch of spangles. 





THEY TE 
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“First Rendezvous’”’ 


e Features young men’s wear. 


@e Three clocks, real or cut-out of plywood 
and painted; adorned with light foliage. 


Futuristic autos, buses and clouds on back- 
ground in sky blue paint. 


@e Riser in rear indicates sidewalk and curb. 


Cat or dog inspects the mannequins holding 
bouquets of artificial flowers. 








An Idea Realized... . 


Chinaware display for Paris shop shows how 
to use the tall, narrow window effectively .. . 
Yellow grass mat on floor ... The cage of 
plastered wire and the turntable revolve slowly 

Colors: yellow, light green, gray and 
pink... 


neal ie | an 
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There's no reason why appli- 
ance displays can't compete 
with nearby fashion windows 
for the attention of women 
passersby . . . And men will 
look your way, too, if you instill 
the pointers mentioned here 
into your displays 


\RD merchandise display is swinging 

toward imagination and resourcetul 

ness to capture some of the kind ot at- 

tention bestowed almost exclusively, up to 
now, on soft merchandise display. 

The majority of hard goods displays ap- 

parently approaches its objective with a 


semi-defeatist attitude: (1) Hard goods do 
not have the glamor-appeal of soft. And 
that’s that! (2) It is the men who supply 


their households with hard merchandise. 
Therefore display should appeal directly to 


men, and from a strictly businesslike stand- 
or oods a 


The Washington Gas Light Company took 
a new look at this situation, then gave the 
. . green light to John M. Raymond. And he 
At Washington Gas Light Compa ny literally transformed hard sell of hard goods 
into soft sell ot hard goods, His displays 
have roused lively interest in the Capital 
By MYRTLE STEWART City. He reasoned that since women spend 
or cause to be spent—a large part of every 
purchasing dollar, the A-to-Z motive of dis- 
play should be to catch the eyes of a woman 
so that she would stop and look, in spite of 
herselt! 

Carrying this reasoning to its logical con- 
clusion, when a woman 1s “downtown,” or 
just out for a change of scene, she is in- 
wardly exulting that she is not in the kitchen 
or the laundry room. She 1s secretly deter- 
mined to put out of mind, tor the time, the 
chiet symbols of the chief-cook-and-bottle- 
washer—mayjor appliances. 

So what will stop the woman? She will be 
stopped and intrigued by whatever mirrors 
her herself as a sophisticated woman in a 
lovely setting. This is Mr. Raymond's psy- 
chology for the soft sell of hard goods. 

The accompanying photos will illustrate 
some of the ways in which this approach 
has successtully overcome the three major 
problems in display of major appliances, 
namely: 

1. Unwieldy bulk. 

Unyielding straight lines. 
Inevitable large expanses of solid color 
—usually, aggressive white. 


) 
- 
0). 


—Shown on these pages ore examples of the display measete rActom PRICE 
accomplishments of John M. Raymond for Washington Gas AUTOMATIC GAS DRYERS 
Light Company, Washington, D. C. . . . Another of 


his exciting displays is featured on the cover of this issue— 
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So, Mr. Raymond “draws a circle that 
takes them in,” and causes the appliances 
to appear artistically integrated in window 
display from the standpoint of soft display’s 
standards of composition. Topping this 
achievement is the added interest created by 
variety of theme expressed in contrast, sur- 
prise, whimsey, lush elegance and humor. 

e The company’s displays have become con- 
3-dimensional, 
avoidance of 
presentation. 
@ There is expert use of counter-balancing 
lines, lights, color 


studied 
exhibit 


with a 
institutional or 


spicuously 
type 


masses, shadows and 
values. 

@ Each window has an attractive permanent 
ceiling of white wood grill which looks well 
with any type of display. 

e The floors are not disregarded but are 
treated with conventional soft goods display 
consideration. 

@ The exotic materials used as draperies 
and curtaining would create a flurry of ex- 
citement in any woman. 

@ Another aid in subduing the severe 
cades of most major appliances 1s to tilt the 
appliance slightly forward or, as in the case 
of the golden reindeer window at Christmas, 
(February issue, page 19), creating the ap- 
pearance that the cumbersome bulk 1s air- 
borne pointed toward the wild blue 
yonder. 


la- 


and 


@e Printed messages are shown in attractive 
lettering on pleasing 
graceful scrolls. 

The bonanza in this kind of display of 
major appliances is that it attracts both 
women and men. Many men would not be 
caught looking at soft merchandise displays 
but feel comfortable in front of windows 
presenting hard merchandise. And they do 
not object to statistics being presented at- 
tractively. 

The do-it-yourself com- 
bines with the psychology of togetherness 
in the window shown on this month’s cover. 
In the left of the window, the provocative 
treads of an gleaming-white step- 
ladder carry the eye to the sleek range in 
the right of the window. An opened can of 
paint on the ladder’s tray has a brush lying 
on it invitingly. The red trim of the range 
is dramatized by a length of material in 


cards or extremely 


psychology of 


opened 
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THE PROBLEM: 


Unwieldly bulk... 


e Unyielding straight lines... 


Inevitable large expanses of solid color— 
especially white 


THE SOLUTION: 


inch-wide red-and-white stripes thrown over 
a high step of the ladder. Strips of suggested 
wallpaper hang beside the range on the op- 
posite wall where a hand saw is fastened. 
The entire back wall is covered with blue- 
prints placed at odd angles and overlap- 
ping. In front of the blueprints and 
pended over the range, a two-by-four board 
has a question in 3-dimensional white block 
letters: “Remodeling Your Kitchen?” A 
length of another suggested curtain material 
hangs on the left wall, caught in the angle 
of a framing square that is suspended from 
the ceiling. A reader card, propped against 
the ladder, is held in place by a plane on 
the floor. 

In another 


sus- 


the 
Fancitul elves made of 


window 
hanced by whimsey. 
wire and covered with matte fabric were 
placed in varying | them 
standing imposingly on one fore corner of 
the featured range like a Peter Pan hailing 
the attention of passersby. The 
in scarlet, rust, brown or gold and each had 
a beautiful china doll set off 
pert pointed hood in matching color. A large 


range was en- 


positions, one ol 
were 


elves 


tace with a 


Avoid exhibit type presentation ... 
Counter-balance masses, lines, lights, shadows 
and color values... 

Install attractive ceiling grill... 

Don’t forget the floor. . 

Use exotic drapery materials . 

Tilt appliance slightly forward ... 

Use attractive showcards 





sycamore leaf also in matching color became 
a stiff ballet skirt fastened at right angles 
around the waist of each elf. The floor was 
deep in autumn leaves. The gold seamless 
paper that lined the window shone through 
the thin brick-colored material that cur- 
tained a portion of the back wall and gave a 
rich smoldering effect. 

Another window in which aesthetic teeling 
was not overshadowed by the major appli- 
ance was that of an outdoor panorama where 
a range was situated in the middle of a 
field on a summer day. By the skillful trick 
of pastoral association, from the corner of a 
woman s the range been a 
Huffy cloud formation against the seamless 
papers unbroken background sky, and the 
woman brought to the The 


Was 


eye could have 


was window 


floor was deep in grass, and the 
tilted torward slightly 


philodendron 


range 
Bold cutouts of split 
silhouetted against the 
To the right and left, at 
were 


were 
clear background. 
staggered heights, trans- 
parent silk butterflies in solid pastel colors, 
all sharply outlined with black wire 


[Please turn to page 106] 
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icago Is a Lady 


matey air dominated almost all Chicago display win- 
dows. With an eye towards the fashion aspects of Easter 

and Mother's Day, displaymen spotlighted graceful 
clothes to appeal to the lady of the house. Fields based an 
appeal on midnight merriment. Mandels used an Arabian 
Nights theme. Gilmores placed an admiring man in with 
the women. Lyttons used a church as a background for an 
Easter fashion display. Goldblatts used a hat tree as a 
centerpiece. One notable exception to the feminine fashion 
trend, Saks Fifth Avenue, featured children's fashions, a 
subject close to milady's heart. 


Henry C. Lytton (above) 
G. C. Bowen 


Silk dresses were featured in a series of win- 
dows with an Easter theme. Hardboard rec- 
tangles, painted to resemble stone, tormed an 
arch in the rear wall. Through the opening, a 
shallow recess was lined with a sketch of a 
church. It gave the illusion of great depth. 
Streamers of flowers and ferns were hung from 
the ceiling near the glass and tied back at each 
side to frame the display. Promotion of shoes, 
hats and accessories was emphasized with a low 
table display at the front of the window. This 
boutique treatment is the rule in Lytton’s windows. 


Wm. Y. Gilmore (above) 
Ted Lees 


A corner window presented a sweeping pro 
motion of spring coats and suits tor the entire 
family trom tather down to toddler size. Focal 
point of the grouping was a three-dimensional 
fountain. Gravel walk, grass, flowering branches 
and blue sky completed the illusion of a park in 
spring. Womens suits and children’s coats 
predominated with one male mannequin display 
ing sport jacket and slacks to round out the 
family circle. Small scene-stealers at the left 
wore coats from a line teaturing matching chil 
dren's coats for different age groups 





Mandel Brothers (right) 
Carl James 
Three dresses, completely suitable tor the 

Midwest and promoted as Mother's Day gifts 
took on an exotic look in this Arabian Nights 
setting. Principal prop was a large minaret of 
translucent paper and bamboo strips with col- 
ored paper forming mosaic designs. The struc 
ture was spotlighted strategically from the sides 
and from above. This emphasized its design 
while highlighting a dress on the mannequin 
inside. With its adaptation of an Eastern harem 
skirt the dress was particularly suited to the 
display theme. High-key lighting and palm 
branches completed the equatorial illusion. 





Saks Fifth Avenue (right) 
Joe Kreis 


A garden setting provided a tie-in theme for this 
promotion of children’s clothes in lilac shades. 
Panels simulating wrought iron, enclosed a grass- 
floored patio. Child mannequins, from toddler to 
pre-teen size, were busy feeding pigeons and rabbits 
and gathering flowers. A large flowering lilac bush 
showed the inspiration color for this currently 
favorite fashion hue. “We've gathered lilacs by the 
armtul” was the apt title. 


By RICHARD DAY 


Goldblatt Brothers (right) 
Jack Boghosse 


Flowered spring hats arranged on a springlike hat 
tree took the spotlight in an Easter bonnet promo- 
tion. The tree was made of white-painted branches 
and plastic fern leaf sprays. A feminine fence-wire 
figure with magic wand directed attention to the hat 
display. White flakes covered the floor. A single 
mannequin dressed in black with white trim to con- 
trast with the bright bonnets was used in each 
window in the series. 


Marshall Field (left) 
Virginia Paxson and Staff 


A group of striking redheaded mannequins 
made its debut in a corner window promotion 
featuring pink cotton dresses. The mannequins, 
which had red hair, pale skin and green eyes, 
were designed especially for Fields. The ro- 
mantic color and designs of the dresses were em- 
phasized by a fantasy-like background in which 
props, stone floor and background were either 
shiny or dull white. Swings, seesaw, croquet set 
and “rocking cow,” among others, provided the 
midnight merriment theme. A window sign was 
entitled, “La Vie En Rose: We Live It, We Love 
It.” Six mannequins were used in the window, 
three of them perched gracefully atop the props. 





Visual Presentation 


A Revolution 
in the 


By JEROME BORGOS Retailing 


Schliemann Borgos 


New York City Family 


"Take your displayman out of the sub-basement 

and let him sit where the jangling bracelets and 

veiled faces are—as a valued and appreciated 
member of the merchandising family" 


down yout WV1T) value of the contribution t| ey Call make, and —The same eleventh century banner that 
provided the background for the bridal 
gown in the spring, 1960, issue of Brides 
Magazine was used by several stores for im- 
their present concept ot display that 1s with budget cuts. There 1s a steel port promotions; and Oppenheim Collins 
" | : and several other stores used same back- 
trimming strike; the peach oP tails, or — whatever ground for Christmas interiors in 1956— 
symbols motivate sales, but mere reason people arent buying, so it 1s decided 
annot. That 1s why | believe in to cut back the budget. Who suffers the 


Close 
1 the shades! They're it will increase sales 


' 


Ou one cent lL hat 1s the me ‘ here 1s another place where the display 
might serve Store executives lal department is otten penalized untairly and 


olygamy retailing-wise most’ The display department, ot course. 
lhe pres plan or system in many stores Advertisements are still placed i1n_ the 


ts imto the act in devel newspapers in hopes of attracting customers 


they see7—an empty window, or one that 
might as well be empty. The store loses 
because the windows don’t clinch that sale 
started by the ad. In other words, the win- 
dows aren't up to finishing the selling job 
the ads started. And what about the cus- 


cheesecloth and some baling wire. Stores PF ie a that don't read the ads: 
BEE a 5 | 1€ 


ion except the display de to the store: but when they arrive what do 
display department is us 
called in at the last minute and ex 


pected to pertorm miracles with a tew yards 


hire display people tor their creative ability housewite is one ot the store s best 
customers. When does she have time to read 
the paper? She is up at the crack ot dawn 
cooking breaktast, getting the kids off to 
school, her husband off to the office, clean- 
ing the house, getting lunch, etc. She doesn't 


| 


but very often don’t give them the opportunity 
o tully utilize their talent. The display de 


tr 
partment should be brought in at the begin 
on, and let in on the overall 
result would reflect the full 


—Crystal Christmas tree at left first ap- 

peared on the main floor of Neiman-Marcus, 

Dallas . . . then, above, for evening wear in 
New York Times— 


en ce ae 


—Kaleidoscopes, shown at right in lingerie 
ad, were designed five years ago and still 
going strong for all seasons and for every- 
thing from children's promotions to Christ- 
mas to resortwear . .. First used for cock- 
tail clothes (New York Times, Oct., 1957); 
then Harpers Bazaar for play clothes (eight 
pages, May, 1958); then twice in Seventeen 
showing cotton dresses (July, 1959), and 
again in New York Times in March, 1960— 
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have a 15-minute coffee break nor does she 
have time to read the paper on her way to 
work on a train or bus. 


“did 


ad in yesterday's paper,’ 


I’ve never heard a 
that tabulous 
but I have heard 
“did you see what Smith & Jones is showing 
in their window—gingham aprons over black 
organza cocktail skirts!” 

And speaking of those windows, I'd like 
to have the word “trim” stricken 
merchandising vocabulary. 


housewite say you see 


from the 
“Trim” is for 
Christmas trees or you “trim” a window by 
putting up a curtain. But to sell merchandise 
you don’t use “trim’- 
mosphere. 


you create an at- 


Atmosphere doesn’t mean autumn leaves 
for “back to school.” 
don't 


Grecian columns also 
atmosphere ot “back to 
school” even though some of our schools are 
classical revival. But what does a little girl 
clutching a Grecian column have to do with 
“back to school ad It all looks like a 1943 
Adrian ad. This is trite thinking—no sales- 
manship. Let me illustrate this point by 
telling you what one store did with a V ic- 
torian train set that 


vears ago. 


create an 


was in our Christmas 
They used it first as 
Christmas.” The luggage racks 
were piled with gaily wrapped gifts, 
was excitement of new holiday 
clothes going Christmas. ‘The 
following tall this same Victorian train was 
used tor “back to school.” 
back to autumn leaves, a 
woman gets back to town after a summer at 
the beach. She wants to go to the beauty 
parlor have that sun-bleached hair 
taken wants to buy a smart 
What do 
her in the window, a smart new 
Now what 
What is 


Rake leaves in a new $250 


line a few 
“Home tor 
there 
people in 
home tor 


(,oing those 


and 
care ot: she 
new suit to wear to a smart affair. 
you show 
suit with a lot ot autumn leaves. 
do the leaves have to do with it? 
she going to do? 
suit? She wants to imagine herself in that 
$250 suit in a cafe or a salon where there are 
men around to admire her. She doesn’t want 
to think of herself surrounded by thousands 
of autumn leaves. 

The proper atmosphere in which to present 
fashion apparel, or any other merchandise 
for that matter, can be emulated 
leading fashion magazines. In 
models exist—live—in an 


from the 
them, the 
atmosphere that 


1960 


JUNE, 


—At right is photo of win- 
dow of T. Eaton Co., Ltd., 
Toronto, Canada, which uti- 
lized Schliemann  Borgos'’ 
"Front Porch'’ background 
with cocktail dresses ... At 
left, the same background 
provides an ad setting for 


summer spectator sportswear and (not shown) evening wear 


used in the spring issue of Brides Magazine . 
several stores— 


becomes part of the package. It communi- 
cates the idea that if you buy the suit you 
also get the table at “Twenty One,” the 
hovering headwaiter and Gregory Peck pour- 
ing champagne thrown in. This same phil- 
osophy should be carried over into display. 
[It is being done by the top merchandising 
and fashion arbiters. Why haven't the stores 
caught on? 
It is sound 

fashion in the 


sales promotion to present 
atmosphere and _ attitude 
in which it was first presented to you by 
the tastemakers—the fashion magazines. In 
fact, the editorial presentation of the fashion 
in the magazine becomes in effect an adver- 
tisement for the fashion at your particular 
store. Of course, it is wise to tie-in the 
magazine and display by showing a tearsheet 
or opened copy of the magazine to the or- 
iginal fashion presentation. 

Several examples showing how these back- 
grounds were used as fashion magazine set- 
tings and in window and interior displays 
are shown on these pages. They are versa- 
tile and not limited, as many backgrounds 
to a specific season, theme or type of mer 
chandise. 


, 


We've also gotten into mental ruts about 
Christmas windows. 
to be Santa Claus 


(hristmas doesn’t have 
What about creating an 


—The Black Shear Cafe, de- 
signed primarily for summer 


transition used 


fashions, was 
effectively for men's wear by 
Halle Bros., Cleveland ... It 


was also appropriate for cover 
of fall issue of Vogue— 


It was also 


. . It appeared last Christmas at 


atmosphere of “gift giving.’ A lovely woma! 
beautifully gowned receiving an expensive 
looking gift from a man can create this tee! 
ing. 
done with expensive merchandise. 
What people want 1s 
desirability. The only 
thing that frightens people is dullness. Cre 


ate atmospheres that 


And this does not mean it can only be 
It can be 
level. 


done on any 


allure, excitement, 
people want to be a 
part of, that makes them want what is 1n the 
display, that makes them say “l 
that.” In merchandising this done 
by “visual presentation” not by “trimming.” 

Another thing that is otten overlooked in 
merchandising is creating a reason to buy. 
On rainy days you don't have to advertise 
umbrellas. Fortunately the elements help 
us trom time to time by creating the neces 


must have 


can be 


about 
required to sell a certain 
One example that comes to mind is 
summer evening 


sary atmosphere. But what creating 
the atmosphere 
item ? 
dresses. In some of my 
trips across the country I've been told tim 
and time again “Oh, but this background 
is so high style, and we can't sell 
evening There's no 
tor the 
not create a 


summel 


dresses here ! reason 


Well, 


women to wear them.” why 


reason! 
Perhaps the stores could get together and 


[Please furn [0 page 70] 








—Mr. and Mrs. Ed Osterland are shown 
as they visited the W. L. Stensgaard & 
Assoc. booth at the December Market 
Week .. . Mr. Osterland is planning to 
retire soon as display director of Tay- 
lor's, Cleveland, Ohio . . . Some of his 
favorite reminiscences are elsewhere in 
this issue.— 


—On the occasion of a press breakfast, Edward L. 
Cournand, president of Lanvin Parfums, Inc., New 
York City, congratulates Display Director Clement 
Bradley on the spectacular Fragrance and Flowers 
promotion held by Carson Pirie Scott, Chicago, this 
spring . . . In the photo, left to right, are: 
Dorothy Hinshaw, manager of the cosmetic depart- 
ment of the store; Richard B. Schlesinger, divisional 
vice-president for sales promotion and advertising 
for Carson's; Mr. Bradley; Miss Jean Cameron, 
fashion editor of the Chicago American, and Mr. 
Cournand. A complete story of the promotion is 
on page 40 of this issue.— 


—Mr. and Mrs. Sylvan Freund 


Miss eee, , i ee =e pose in front of the Coliseum at 


Rome during their recent trip to 
Europe . .. Mr. Freund is the 
head of Decorative Plant Corp.., 
New York City display manufac- 
turer.— 


OR I LEY ELLE ALO OL A LEDER OS OTL 


—Woodward & Lothrop, Washington, D. C., 
gave a party for the advertising and display de- 
partments at which time George K. Payne, dis- 
play director, right, and other members of his 
department were presented the awards won by 
the store in the 1959 International Display Con- 
test sponsored by DISPLAY WORLD. . . Others 
in the photo include: L. J. Amtmann, vice-presi- 
ae eae Py gage Ae dent and general merchandise manager, stand- 
gratulates war amprich, display ing, and George R. titus, advertising director 
manager of the bank, as he hands Mr. 

) { ..+ Shortly thereafter, Mr. Payne left for Europe 
Lamprich a silver medal won in DISPLAY on a displa h missi 
WORLD'S 1959 International Display Play research mission.— 
Contest.— 


—C. Arthur Hemminger, left, vice-pres- 
ident and public relations director of 
First National Bank in St. Louis, con- 





Photographs for this 
page are always wel- 
come, the more _ infor- 
mal the better. Address 
them to Editor, DISPLAY 
WORLD, Cincinnati |. 








While in New York at the N.A.D.1 Show June 19-283, 


visit Darling’s New York Showroom, 


/th floor, Marbridge Building, directly 


across from Macy's, 4/ W. 34th Street 





s‘a 








DISTRIBUTORS IN ALL PRINCIPAL.CITIES 


[an L.A. DARLING COMPANY 
Bronson, Michigan 
DARLING | ¥ . 


NEW YORK CHICAGO LOS ANGELES 
47 W.34th St. 222 W.Adams St. 1818 S. Flower St. 


ITS ALWAYS MARKET WEEK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows and Interior Store Display 


aie L. A. Darling Company 
CARLING | 


Office and Showrooms 


I ANG 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 


IN NEW YORK 


Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequias. 


WI 7-7618 








American Fashion Museum 
6 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period eutfits 
te highlight your anniversary, special events, spring or 
fail promotion. Ask for information. Recommended 
by N. R. 0. GLA 





Arts & Flowers Displays, Inc. 
(Air Conditioned) 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bamboowere 
Bird Cages, Lanterns, Parasols & Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Mystic-Lite Corp. 
230 Fifth Avenue MU 3-5688 
Imported Italian Decorator Lights 
Recirculating Fountains 


Illuminated Plastic Flowers 








Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 


Display Arts, Inc. 
600 W. 57th St., NYC 19 

MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 


PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 


New Style Studio 
58 East lith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


FLAIR 


MANIKINS 


15 W. 18th Ch 3-3626 





RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 








BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 
Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 


The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 47165 

MANNEQUINS 


and Promotional Displays 





Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 
MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 
Send for Free Color Card 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionaliy wide range 
ef colors as a perfect substitute for felt. 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 








qc at a q Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. —CHelsea 3-1550 
Chicago— I! S. Desplaines— DEarborn 2-6818 


MANIKINS — RENTALS —- REPAIRS 


America's Largest Manikin Refinishers 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 


153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 








Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Lovis S. Morgen 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


Chicago 412-20 N. Orleans St. 
Los Angeles 1113 S. Los Angeles 





Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 


Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 

PENDANTS — SNOFOME 








Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 


John Tucker Mertz Studio 
449 Amsterdam Ave. TR 3-3440 


“OLD PROS UNDER A NEW NAME" 


Nothing on the Shelf — Original 
Displays strictly to order 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Covered Wagon Movers 
168 Bleecker Street AL 5-1788 


Special Handling — Uncrated Displays 
Round the Clock Service 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 








ta DISPLAYS 


Your Budget is Our Business 


AL 4-3200 
DESIGNERS and MANUFACTURERS 


434 Sixth Ave. 





NEW YORK 


When it comes to planning your store 


display programs, you can turn to New 
York for inspiration and for the resources 
that can furnish the newest and best in 
props and accessories for the dominating 
displays your store will surely want to 
make it the traffic-stopper you want 


it to be. 


IT’S ALWAYS MARKET WEEK IN NEW YORK 





The Window Background 


Here are some inexpensive — yet effective — ideas for 


window backgrounds that will show your merchandise to 


best advantage .. . Tricks with spray painting disclosed 


. . . Foliage can add third dimension to painted scenes 


window backgrounds lies 


Hk magic ot 


7 t he powell they Passess to pertorm 


all the functions of a window display, 


| perform ‘them more effectively and torce 


vet with more simplicity, than any 
medium 
background, | mean, ot course, 


hack wall Ql 


A maow 
window. In the 
hac k 


remained the same material and 


a display 
if cases in the past this 


ach and every window display, 


whatever was made of the space 
integral part in the 
This is a terribl 


background, 


or play an 


lisplays waste 


| window decorated 


lights. covered with seamless 


olored 


photographic blowups 


painted scenes, 


ther materials. can make unlimited 


ributions to the effectiveness and selling 
a window display 

first “catch th 
passerby and cause her to stop and 


ihen it 


display must 


pleasing enough to 
looking. A 


advantage in 


must be 

to cause her to continue 
vindow background has th 
attracting and holding attention by virtue ot 


vDeCcmip a 


| 
| 


large 
beautifully 
is sure to gain attention. A beaut 
likely to hold the 
attention than a small object in the window 
It can set the 
depict thi 


dow, and do it in 


wide Space \ 


expanse ol 


of an unusual color, 


ful painted scene 1s mort 


season or mood ot the window, 
Ol a special occasion win 
that the 
brief 


theme 
such a way 
passerby will get the message in a 
glance 
lt has 


woman 1] 


that it takes a 
seconds to walk by a store win 
w. It is in this brief time that the display 


A background 


been ¢ stimated 


must accomplish its purpose 


scene can do more in a tew seconds than 
any other teature of a window display. 

It can present and compliment the mer- 
background ot 


moss green for vellow dresses seems to push 


chandise. For example, a 


these dresses into the consciousness of the 
propective customer 

A scene can provide drama, portray action, 
emotion. It can provide a_ perfect 
setting for the story that is being portrayed 
by the merchandise. Without “showmanship’ 
in the cannot do its 
full job 


arouse 


background, display 


By RUSSELL SHAW 
Display Director 
Dickson & Ives 


Orlando, Fla. 


One of the most effective backgrounds 1s 
a scene painted on seamless paper by brush 
or air gun, and stapled to the window back- 
ground. (It is cover the 


window background with wallboard, to which 


advisable to first 


the scene can be stapled. The staples can be 
easily removed from the wallboard and the 
scene preserved for future use. This would 
be almost impossible if the scene were sta- 
hard- 
There is a wide selection of colors 
seamless paper and it is inex- 


pled to a permanent background of 
wood.) 
available in 
pensive, 
There is no end to the settings which can 
be painted for window backgrounds. Any 
seasonal theme can be portrayed. For ex- 








ample, for tall the scene could consist of 
variations from a simple pattern of autumn 
a field 
with shocks of corn and pumpkins, a country 
road. The prop could consist of a tree con- 
structed of wall board patterned after a tree 
in the scene, painted and trimmed with 
matching fall leaves. This would serve to 
tie the and the window display to- 
gether. 

For travel windows, the modes of travel— 
airplane, train, boat, etc..—can be depicted. 


leaves to an elaborate scene of trees, 


scene 


Also typical scenes from foreign cities or 
countries, or sketches of well known tourist 
attractions, such as the Eifel Tower in Paris. 

Nothing can present a nautical window as 
effectively as a background scene of the 
ocean. Underwater scenes are also impres- 
sive. There is a variety of nautical creatures 
which can be painted on such a scene—vari- 
colored fish, star fish, seafans, etc. One of 
the seafans in the scene could be duplicated 
in a cutout and used in the window itself, 
giving perspective and tieing the window 
and background together nicely. 

For a symphony window, sketch the sil- 
houette of an orchestra and leader, and use 
cutout of a harp or other instrument for a 
prop. 

Sky scenes can be used with good effect. 
Use a medium or deep blue seamless paper. 
Spray in a few with white latex 
paint, then spray a light fog of white over 
the entire background. With a little prac- 
tice it is easy to spray paint clouds. Copy 
pictures at first, or have the artist paint a 
few clouds with a brush. 

An effect which can be created best by a 
painted scene in the background is that of 
perspective which gives the illusion of depth 
to a window. This idea can be used to very 
good advantage in small or narrow windows. 

But the background does not necessarily 
have to consist of an elaborate painted scene. 
It can be only a charcoal sketch, modernistic 
design, or spray-paint graduations of color. 


clouds 


These background scenes do not have to 
be finished works of art. An artist in your 
department could soon master the technique 
of painting scenes for the purpose of display, 
which is a little different from that of paint- 
ing an ordinary picture. The objects por- 
trayed do not have to be filled in. They can 
be sketched in bold lines in freehand and 
shaded. They are more or less simulated 
and every detail does not have to be perfect. 
(See fountain in photo). 

But first it is necessary to provide facili- 
ties in your display shop for the painting or 
spraying of the various scenes on seamless 
paper. A simple panel the size of your win- 
dow backgrounds will serve this purpose. It 
should be located against a wall near the 
sink, convenient for mixing latex paints and 
to the air compressor and spraying equip 
ment. The panel will serve as the back of a 
spray booth, as it will be necessary to have 
an exhaust fan above to draw out the paint 
fog. Props can be spray painted against this 
panel. The panel can also serve as a back- 


| Please turn to page 100} 


DISPLAY WORLD 





DESIGNED 
FET every Space 


every budget 


See the most glamorous Christmas 
lines and enjoy Austen hospitality 
In our own showrooms during 
NADI Market Week. Limousine 
service to and from the Trade Show 


4 Building. 


4 \ 
a ae NG aL Huston Display 
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\ 133 West Nineteenth Street 
LA > New York 11. New York 





in MO 
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Bon Appetit...Bon Voyage... 


Good Food Excites Travel Urge 


Diners at Brasserie restaurant are urged to visit Paris by 

attractive displays that subtly emphasize that the way to 

get there is via Air France's new jets... Crystal and Chateau 
de Versailles also tempt tourists 


their meals thei 


eoulded t wards Paris 


ay ol petting there, aboars 


Roeing 707 intercontinental! 


jue blending of travel display All 

as mstigated by Air France and 
accomplished by Fred Shrallow, A.I.D., New 
York City. Behind it all was this philosophy 
ithned by an Air France spokesman 
lhe seeking of travel exposure by way 


plavs m restaurants stems trom the 


places ajg€ ¢ xposed Ta 
tratt« lo have Arts 


material on 


such public 
al ot France 
promotional view, at atime 


the public is relaxing and normally 


COonce>?ricd only 


with enjoying a meal, 1s ot 


definite value 

“During meals, the public is perhaps more 
receptive to vacation suggestions, luxurious 
and tasty food, dreamland adventure, which, 
when cleverly delineated can trigger action 
towards tangible reality 

“Displays utilize the same approach as 
regular advertisements, 
can produce more 


posters or vet, they 
impact because ot the en 
vironment and the subtle mood they help to 
create 


“By the Salllt toke ll, AS a pic ture ot a coo] 


—Top photo, artificial 
fruits, vegetables and 
foliage adorns card- 
board replicas of Arch 
de Triomphe, Eiffel 
Tower and models of 
Air France's planes, 
all mounted on mar- 
ble top tobles ... At 
left, display of crys- 
talware at Baccarat's, 
with blowup of Cha- 
teau de Versailles in 
background with sus- 
pended plane— 


drink can provoke a thirsty yearning in the 
onlooker, a colortul, caretree landscape stirs 
the ‘wanderlust, and the information on 
the tempting poster might prove to be the 
logical source tor convenient inquiry.” 

On the occasion of the inauguration of the 
Boeing Intercontinental (Chateau de Ver- 
sailles) service Paris and New 
York, dArgout Ferguson, Inc., New York 
(ity architectural, commercial and_ resi- 
dential designers, collaborated with Air 
France for a dramatic tie-in with Baccarat 
crystal. Again, we asked the question, 
“Why ?,”’ and was told: 

“As tar as the tie-in with crystal wear is 
concerned, the connotation of luxury, qual- 
ity and elegance Baccarat stands tor, is a 
logical association for a French firm which 
also operates by the same high standards. 


between 


The location of the store and the exposure 
were excellent, and the implication gracious, 
in that it was a friendly toast to Air France 
on the inauguration of its transatlantic jet 
service. Finally, the theme could not have 
more appropriate: the festive back- 
drop picture of the Chateau de Versailles, 
illuminated at night (bearing the same name 


been 


as the first of our jets) suggested glamour 
and grandeur in the French tradition. It 
reinforced our claim to pertection in service, 
and comfort and enjoyment on board our 
fleet of seventeen “chateaux in the sky.” The 
discreet reminder ot the airline in the shape 
of a small scale plane model was perched 
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JUNE, 


e are honored % 


Ua Tite 


Baltimore Display Industries, Inc. 


7 South Hanover Street 
Baltimore 1, Md. 
Mr. Lee Knable, President 


~eoae 


Bison Display Fixture Co 
132-134 Delaware Avenue 
Buffalo 2, N. Y. 

Mr. Sidney Himmelreich 


Art R. Cohen Co. 

810 Penn Avenue 

Pittsburgh 22, Pa. 

Mr. William Cohen, President 


Feine Trimming Co., Inc. 
25 Kingston Street 
Boston 11, Mass. 

Mr. Herb Feine 


Thompson Display Materials 
117 North Brevard Street 
Charlotte 2, N.C. 

Mr. Frank Thompson 


1960 


SUCCESS 


omy 


€ Jit 
¢ 
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The warm and gracious acceptance given Wing's Success Displays 
by America’s most highly respected distributors, is a tribute 

to this excitingly new concept of apparel arrangement which will 
be recognized by display directors everywhere. It is also a solid 
inspiration to us to advance still further the standards of 


craftsmanship and creativity which have made Wing's displays 


the high-fashion favorites of Europe. 
We warmly welcome these new friends of ours who are 
long-time friends of yours. And we'll be most happy to welcome 


YOU at the NADI Fall-Christmas Show. 
it the Neu Y orker. 


.>2 *J}) ] 
June 19-23) you li find us ai 


ll a.m.,2 p.m. and 4 p.m 
CHickering 4-1415 


© During NADI Market Week 
rust off the Grand Ballroom. Daily demonstrations 
At other times, visit our permanent display, Room 7| 
Display Center, 400 Eighth Avenue, New York City (LO 4-211 


Manufactured and sold in the United States by 


WILSON RESEARCH CORPORATION 


2001 Peninsula Drive « P.O. Box 5037 
ERIE, PENNSYLVANIA 





p 
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rT for 107 in. Seamless 





1 background paper 
———— = 


LIST PRICE 
u bie fr 
| FJ MIS ver ser Oo ait 
| $3 8.95 per set oo from 


10 to 15 ft 


2—3 Piece Poles and 7 Fittings 


a 


i 
| EACH SET CONSISTS OF 


Cross Bar 110 inches long 














BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line” 


For Your Backgrounds 


Insist On Bulktonu 
107 In. Wide SEAMLESS Paper 


48 


FASHION-RITE 
COLORS 


Available in 


Write for 
Free Color Card 


MM 


Herman Ganter Dies; 
With Gimbel's, Pittsburgh 

Herman S. Ganter, display director of 
Gimbels for the past 20 years, died April 20 
of a heart attack at his home, 2500 Perrys- 
ville avenue, Pittsburgh. 

Prior to becoming head ot (simbels Display 
Department, he had held similar posts at 
Boggs & Buhl’s from 1931 to 1940 and the 
Joseph Horne Company from 1928 to 1931. 

In addition to his department store work, 
Mr. Ganter was highly regarded as a decora- 


— Herman S. Ganter — 


tor for private and public social events, par- 
ticularly the annual Symphony Ball and at 
the Rolling Rock Club during the fall race 
meet 

He was recognized as one of the country’s 
leading displaymen, with excellent knowledge 
of color harmony and arrangement. His win 
dows and interior displays reflected his good 
taste. His Christmas displays were always 
very dramatic and unusual. 

Mr. Ganter was a true gentleman, kindly, 
jovial and cordial in spirit, and was very 
popular with all who had the good fortune 
to know him. He will be greatly missed in 
the display ranks and by his family and host 
of friends 

He leaves his widow, Mrs. Alberta D.; one 
daughter, Marsha; and one brother, John A 


Reed Schlademan 
Joins Stensgaard 

Reed Schlademan, formerly display director 
for the Fair Stores in the Chicago metro- 
politan area for 20 years, has joined W. L. 
Stensgaard and Associates, Inc., as field serv- 
ice manager to direct their sales program to 
retail stores of seasonal, decorative and archi- 
tectural properties and self-selection fixtures, 
and the placement in key stores of brand ad- 
vertisers promotions and traveling displays. 
He will assist in the design of new additions 
to the line and 1s also responsible for adver- 
tising and sales promotion for Stensgaard’s 
Retail Stores’ Division. 

Mr. Schlademan brings Stensgaard addi- 
tional experience and know-how in top design 
and fashion ideas, having had numerous suc- 
cessful displays and promotions on State street. 


Cincinnati Displayman 
Has Trio Abroard 


Paul Dorset, display manager for Gidding’s, 


Cincinnati, has re‘urned from an extensive 
trip abroad tor his firm 


Leon Goodman To Visit 
U. S. During June 


Leon Goodman, a leading British exponent 
of point-of-sale advertising and chairman and 
managing director of Leon Goodman  Dis- 
plays Ltd., of London and a group of as- 
sociated companies elsewhere, will be in the 
U. S. from June 8-23. He will visit leading 
American designers and producers of point- 
of-sale material and also the NADI Market 
Week. 

His London firm is proud to be the first 
sritish member of the Point-of-Purchase Ad- 
vertising Institute. His associated firm in 
Italy is also a member. His interests extend 
also to Copenhagen, Denmark, and Brussels, 
Belgium, with services reaching throughout 
their surrounding areas. 

He announces that the executive offices of 
the London firm have been moved to 10 
(ork street, London WI. 


Borden Consults Designers 
For Exhibit Help 


Paul Castellanos, manager of promotional 
services, announced recently that The Borden 
(‘o., has contracted with Cushing & Nevell, 
New York industrial designers, to serve as 
consultants on “The All-Borden-Exhibit Pro- 
gram.” Cushing & Nevell will work with 
the Borden staff in designing and program- 
ing of exhibits for various national and 
regional food conventions. 

Cushing & Nevell is also providing similar 
services to The Borden Chemical Co., a divi- 
sion of The Borden Co. According to Mr. L. 
(;. Hoth, Borden Chemical Co., director of 
advertising and promotion, the company has 
scheduled participation in the AMA National 
Packaging Show, Allied Shoe Products & 
Trade Show and National Hardware Show. 


Einson,Freeman Wins 


Ten Nationwide Awards 

Kinson-Freeman, Long Island City, N. Y., 
creative lithographer and manufacturer of win- 
dow and store displays won ten awards 
for lithographic excellence and art and design 
in the 1960 nationwide Awards Competition 
conducted by the Lithographers & Printers 
National Association, of Washington, D. C. 

Six of the ten awards were for cosmetic 
and toiletry displays. 

Candy, drugs, cigarettes and foods displays 
won one award each. 

Kinson-Freeman alone won four out of six 
possible awards in the multi-plane window 
display classification, notwithstanding entries 
by more than 100 of the countrys leading 
lithographers. 


To Hold Open House 
At New Showroom 

Decorative Creation & Art Flower Co., Inc. 
will have open house at the firm’s newly 
decorated showroom covering almost the entire 
second floor of their building at 13 W. 27th 
street, New York City, during Market Week, 
June 19-23. In making the announcement, 
Werner Leburg, the firm’s president, said, 
“We will be pleased to show customers and 
friends a wide variety of new fall and Christ- 
mas creation in the floral feld and many new 
display novelties pertaining to these seasons.” 
The firm now utilizes three complete floors of 
the building. 
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5th FLOOR 
LOBBY 
N. Y. TRADE 
SHOW BLDG. 
JUNE 19-23 
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Manufactured by © CREATIVE PROMOTIONS OF CALIFORNIA + 3820 GROVE ST., OAKLAND 9%, CALIFORNIA 
NEW YORK 1, NEW YORK 


Eastern Distributor «© EMPIRE DISPLAY MFG. CO. INC., © 45 WEST 34th ST. 
ACMI. A NARS NE TIT AL a ASE I 6 A es RIRRORRREESSS OR RIRR a  e ee IER SRBE 


DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY SAN DIEGO 
Jay Displays 
ANCHORAGE DENVER KANSAS CITY, MO. OKLAHOMA CITY 228 B St 
Tri-ad Fixture & Store Supply Decorative Materials & National Equipment Co E. B. "Jack"’ Castle SAN FRANCISCO 
1720 Scenic Drive mw —. 920 Broadway 21 W. Main St. Sylvan Cohen Displays 
CLEVELAND ; ae LOS ANGELES PHOENIX 254 Sutter St. 
Standard Displays Co. emir: sag MICH. Decter Mannikin Co. Model Manikin SAN JOSE 
1397-99 W. 9th St. ronner_ Display 1000 S. Los Angeles St. 1405 E. McDowell Chir-Hit Display 
121 E. Tuscola 365 Lincoln Ave. 
COLUMBUS LOS ANGELES PORTLAND, ORE. 
, FRESNO, CALIF. : VANCOUVER 8B. C. 
Paul Lugger Displays Wax Studio Syd Jackman Co. Chase Whise. Display King Aaencies Ltd 
2781 W. Broad St. 1436 W. Weldon 822 S. Los Angeles St HII S. E. 6th Ave 114 Cambie St. 


DALLAS HONOLULU NEW YORK SALT LAKE CITY WICHITA 


Marshal E. Moody Co. Bader Display House Empire Display Mfg. Co. Inc. Modern Display Grove Displays 
1106 Jackson 1049 Alakea St. 45 W. 3th St. 138 Social Hall Ave. 1519 E. Second St 
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ZARIA WILL BE PARKED 


DIRECTLY IN FRONT OF THE NEW YORK TRADE SHOW 
BUILDING TO TRANSPORT YOU SAFELY AND 
SWIFTLY TO OUR OWN SHOWROOMS IN 
ORDER THAT YOU MAY INSPECT 

OUR NEW 
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ZARIA DISPLAYS * 434 SIXTH AVE.* NYC * ALGONQUIN ¢ 4-3200--1 
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Pogeapriin g them but the photographs 


If you have ated g Market Week, will you 


a Ney i Pyde § see oe Lg We feel that they are new 


: > Miles and would love your opinion, 


over most of the seats States. 


Pacific Promotions, distributors for the Western 
Sector of the U. S. 


SHOWROOM: 434 6th Ave., New York 11, N. Y. ALgonquin 4-3200 
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Nacromer 


SYNTHETIC PEARL ESSENCE 
FOR DISPLAYS AND 
DISPLAY MATERIALS 


Nacromer can be used for wood, 
metal, plastic, paper, leather—and 
so many other materials that you’ll 
find you can use it in countless ways 
to add distinctive new life to your 
displays and display materials. You 
can use it as a coating—compatible 
with most coating materials, it is 
applied by your usual coating 
method. Or, your supplier can fur- 
nish plastics with Nacromer already 
incorporated. Either way, you cre- 
ate many unusually beautiful ef- 
fects to make your displays more 
eye-appealing...more salable! 

Now, learn what Na- 
cromer can do for you, 
Write for our 8-page Na- 
creous Pigment Handbook 

it contains the informa- 
tion you'll need for start- 
ing your development of 
new, lustrous, rich-looking 
displays. 


THE MEARL CORPORATION 


world’s leading producers of pear/ essence 
41 EAST 42nd STREET « NEW YORK 17, N.Y. 
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NRMA Announces 
Gold Award Winners 


The Gold Award winners of the interna- 
tional sales promotion contest held by the 
National Retail Merchants Association have 
been announced by Edward F. Engle, man- 
ager of the NRMA division. 


(,old Awards were given to department, 


chain or specialty stores for excellence in 
creating and carrying out coordinated sales 
promotion campaigns in a number of cate- 
In evaluating the entries the judges 
took into account the volume classification of 
material sub- 


gories 


each store as well as the 
mitted. 

Judges ot the Gold Awards Contest were 
(Charles M. Edwards Jr., Dean of the School 
of Retailing, New York University; Herbert 
Herbert Greenwald & Asso- 
ciates; and Frank X. Kiefer, editor of De- 
partment Store Economist magazine. 

Mr. Engle reported that the judges had 
singled out several campaigns tor 
mention. These vear-long 
store promotion of Meier and Frank, Salem, 
extensive floor remodeling cam- 
Famous-Barr, St. Louis, Mo.; the 
year-long anniversary campaign of Whit 
Albany, N. Y.; the Christmas cam- 
1 Bambergers, Newark, N. J.; 

small store fashion 
Sundt & Company, Bergen, 


(,reenwald, 


special 
were a branch 
(Ore.: an 
paign by 


neys, 
paign 
finely 


and a 
executed cam- 
paign by A. S. 
Norway. 

In addition, the 
impressed with the 
hensive 50th Anniversary campaign staged 
by Tip Top Tailors, Ltd., otf Toronto, Can- 
ada. In terms of participation, 
communications, and display, 
represents 


judges were particularly 


thorough and compre- 


employee 
coordinated 
“one ot the out- 
its kind,” reported 


the campaign 
standing promotions ot 
Mr. Engle 

Mr. Engle announced that 
316 Gold Award entries will be 


many of the 
hlmed and 
distributed to schools, media and 
advertising agencies as a continuing service 
of the Sales Promotion Division. This servy- 
ice, begun last year, has resulted in the dis- 
tribution of over one thousand sets of films, 
according to Mr. Engle, who commented 


that the service obviously answered a need 


stores, 


for “ideas in depth.” 

“The filmed Gold Award entries have en- 
abled our members and all organizations in- 
terested in retailing to build up their own 
training and reference library on the finest 
campaigns run by key stores 
throughout the world. These campaigns 
contain a gold mine of ideas which can be 
obtained from no other source,” he said. 

(,old Award winning entries are: 

\rakawas, Waipahu, Hawa, Best Fur- 
Promotion: Bamberger’s, Newark, 
N. J., Best Manufacturer Tie-in, Best 
Branch Store Opening—Menlo Park, Best 
(hristmas Campaign: Carson Pirie Scott & 


pre motional 


niture 


Company, Chicago, Ill, Best Back to School 
College Promotion; Dayton’s-Schune- 
Paul, Minn., Best Store Merger 
Campaign; Davison-Paxon Company, At- 
lanta, Ga., Best Institutional Campaign; 
The Emporium, St. Paul, Minn., Best Moth- 
ers Day Best Teen Age Pro- 
motion; Famous-Barr, St. Louis, Mo., Best 
Floor Remodeling Campaign; B. Gertz, Ja- 
maica, N. Y., Best Item Attack, Best Depar- 
mental Promotion (Shoes; Intimate Ap- 
(,odchauxs, New Orleans, La., Best 


and 
man. St 


Promotion, 


parel)-: 


Color Campaign, Best Special Event (Win- 
ing and Dining); Gottchalk’s, Fresno, Callif., 
gest Christmas Campaign, Best Floor Re- 
modeling Program: 

W. A. Green's, Dallas, Tex., Best Vendor 
Relations Campaign; A. Harris & Company, 
Dallas, Tex., Best Christmas Campaign; 
Henry's, Wichita, Kans., Best Departmental 
Promotion (Men’s Wear): The Hub, Wheel- 
ing, W. Va., Best Back to School Campaign, 
Best Christmas Campaign; Hochschild Kohn 
& Company, Baltimore, Md., Best Back to 
School and College Promotion, Best Fash- 
ion Campaign; The J. L. Hudson Company, 
Detroit, Mich., Best Easter Campaign, Best 
Public Relations Campaign: Innes, Wichita, 
Kans., Best Departmental Promotion 
(Bridal); J. W. Knapp Company, Lansing, 
Mich., Best Store Image Campaign; Maison 
Blanche, New Orleans, La., Best Color Pro- 
motion, Best Departmental Promotion (In- 
timate Apparel). 

Maas Brothers, Inc., Tampa, Best Depart- 
mental Promotion (Men’s Wear); The Mar- 
ston Company, San Diego, Calif., Best Fash- 
ion Show; Meier and Frank, Salem, Ore., 
Best Year-Long Branch Store Campaign; 
The May Company, Los Angeles, Calit., 
Best Miscellaneous Campaign (Creating a 
New Fashion Shop); John G. Myers Com- 
pany, Albany, N. Y., Best Christmas Cam- 
paign, Best Special Event Promotion (Out- 
door Living); P. E. Mulligan, Casenovia, 
N. Y., Best Institutional Campaign; Nau’s, 
Limited, Green Wis., Best Fashion 
Campaign; Neusteter’s, Denver, Colo., Best 
Color Advertising; The Paris Company, Salt 
Lake City, Utah, Best Credit Promotion; 
The H & S Pogue Company, Cincinnati, 
Ohio, Best Branch Store Opening, Best 
Departmental Promotion (Furniture) ; 

Profhtt's Department Store, Maryville, 
Tenn., Best Miscellaneous Promotion (Wash 
and Wear); Rich's, Inc., Atlanta, Ga., Best 
Special Event (One Enchanted Evening); 
Sibley, Lindsay & Curr Company, Rochester, 
N. Y., Best Children’s Attraction; Snellen- 
burg’s, Philadelphia, Pa., Best Omnibus 
Item Attack; L. L. Stearns & Sons, Wil- 
liaamsport, Pa., Best Departmental Promo- 
tion (Hard Goods); A. S. Sundt & Company, 
Bergen, Norway, Best Fashion Promotion; 
R. H. Stearns Company, Boston, Mass., Best 
Fashion Campaign; Stix Baer & Fuller, St. 
Louis, Mo., Best Store Image Campaign; 

Tip Top Tailors, Limited, Toronto, Can- 
ada, Best Year-Long Anniversary Cam- 
paign; Titche-Goettinger, Dallas, Tex., Best 
Fashion Campaign; Whitney's, Albany, 
N. Y., Best Year-Long Anniversary Cam- 
paign; Walker Scott Company, San Diego, 
Calit., Best Back to School Promotion; 
Woodward & Lothrop, Washington, D. C., 
Best Travel & Resort Promotion, Best 
Departmental Promotion (Year-’ Round 
Home turnishings); Wolf & Dessauer, Fort 
Wayne, Ind., Best Downtown Store Opening 
Campaign. 


Standard Cellulose 


Opens New Showroom 

On March 1, Standard Cellulose & Novelty 
Co., Inc., moved into new showrooms at 
1107 Broadway, Room 1215, New York City 
The firm has on display its complete line of 
artificial Christmas trees and other decora- 
tions. Seymour D. Sloane and Lou Gould 
are staffing the showroom. 


say, 
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bab, 


ce ee THE COMPLETE 
CHRISTMAS, FALL AND 
BACK TO SCHOOL LINE 

.. WILL BE ON DISPLAY 
STARTING THE — 
OF JUNE. 








david hamberger ix. ::.2:. 














VISUAL PRESENTATION: I challenge a store to one experiment: See 
what would happen to sales if a promotion 
plan was launched by conceiving the look 
H | sponsor a summer pop concert. Not only first, and creating a promotion around it. 
a e you seen ? would the stores derive credit for being regs al 
Vv : community-minded, but by incorporating the Outdoor Sales Helps 
concert publicity into the advertising and In Midland Catalogue 
displays, the stores would latch onto sales Midland Plastics Co., 3022 Winthrop avenue, 
of summer evening dresses. Indianapolis 5, Ind., has issued a very attrac- 
Also, don’t miss the opportunities cov- tive catalogue entitled “Weathermaster Out- 
IF 3) = ered in the social columns of the local news door Sales Displays, ’ and containing pen- 
papers: a benefit ball, a little theatre group nants, banners, mobiles and other outdoor 
performance, an art exhibition. Take advan- signs and gimmicks that are often needed for 
DON'T MISS IT! tage of local situations that create a “reason store promotions. Many are in fluorescent 
to buy.” colors for maximum attraction. Write for a 
copy if terested. 


[Continued from page 55] 


In conclusion, let me reiterate the points 


| have made here. Take your displayman 
° _* e . 9? 
out of the sub-basement and let him sit Hunting for a Picture: 


where the jangling bracelets and_ veiled Try Bettmann Archive 
/ faces are. Management should not penalize The Bettmann Archive, 215 E. 57th street, 
S 7 E R N S itself by forcing the display department to New York City 22, has millions of pictures 
take the giant slice of a budget cut. Think — decorative, factual or fancy—all cross-indexed 
of your displays as “visual presentations,’ for quick selection. If you are in a quandary 
42nd St., New York City not as “trim.” Give atmosphere ot “I must for material for some unusual or historical 
buy that.” Create a reason to buy. promotion, give Bettmann a chance. 


AWE DICPLAY PARADE 252 by Alston 
Simply Beautiful! x SY * 


SeAvce £ 


DIRECTOR OF 


VISUAL MERCHANDISING 
E.J. KORVETTE, INC. 
N.Y. C. 





New 2nd and 3rd floors 


Display Fixtures 
by 


kh SeTAN ’ ae aad 


~~ 
~~ ™ 
a 


LEO PRAGER, INC. GRADUATE OF mn MUSEUM 


OF ART SCHOOL, MAJORED 
IN COMMERCIAL ART- 


of course! 


155 W. 23rd St. 
New York If 


SPENT THREE YEARS 

IN THE AMPHIBIOUS 

FORCES U.S. NAVY - 

See us at ie 


Trade Sh Bld AT PRESENT HE 1S DISPLAY 
satiate ames 3: ae : DIRECTOR SUPERVISING TWELVE 
Rooms 438- } _ STORES IN THE CHAIN 


Kd a BORN AUGUST 18 1927, MARRIED, AND 
439-44 | | rts HAS THREE CHILDREN, TWo Boys AND 
ONE GIRL— HIS HOBBIES ARE OIL. 
PAINTING, INTERIOR DECORATING 
AND BARBECUING ~ 
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56 W. 45th STREET, NEW YORK 36, N. Y. 
NEW YORK CHICAGO DETROIT LOS ANGELES 


Exclusive Distributors in the U. S. A. of Unusual Animated Display 
Units that have consistently been the hit of the Display Shows 


ANIMATED 
BLOW 
CLOWN 


Price 
$175.00 


Dimensions: —S eee 
42" Height SW Pbntctemedscebenehenaee 
Spares s 23" 

Unusual Uigas nee se? 
Inflation Seana eaneen 


and 


DOG AND CLOWN UNIT....Price $92.50 Deflation 


Dimensions: 23'' Width. This animated action of makes this 
Dog and Clown bobbing up and down behind fence Unit a 
will bring smiles to the faces of all who watch. Real Attraction 


Available through Frankel Assoc., Inc. or through your local display jobber. 
And of course, Still featuring the Most Complete Line of Christmas Decorations in America. 





Many New Exclusive Styles and 
e MINIATURE LITE SETS Patterns for 1960 


e PANORAMA BALLS 
e TREES 
e TINSELS 


STLYE "KJ" PANORAMA GLASS BALL e ORNAMENTS 


Smart Jewelled Motifs on the Kismet-Shaped 
Panorama Glass Ball. Will make exciting 


Interior or Window Displays. Available in SEE US AT 

8", 10" or 12" Sizes. In Smart New Christ- 

mas Colors. ROOMS 326-328 No. 454—We are pleased to present just one 
a Doz. N. Y. TRADE SHOW BLDG. of the many new styles from our Miniature 


Doz. Lite Set line. This smart new jewelled re- 
Doz. flector will catch the eye of every potential 
buyer. 


Frankel Assoc., Inc. will continue to display many New and  srye No. 454 MINIATURE LITE SET— 
Exciting ‘Fabrics and Accessories'' to enhance your interior 20 Lites. Clear, Blue, Green, Gold, Red or 


Multi-Lamps with green wire. 


and window displays for the Fall and Christmas Seasons. Price $60.00 per Doz. 


JUNE, 1960 





Plywood Travel Agent 
Employed by United 
Hight 
save time, energy and shoe leather by pressing 
a button and talking to a cut-out replica of 
United Air Lines 
That's what is happening in Denver today. 
Stapleton 


ternational 


\ prospective passenger can now 


a typical passenger agent 


(Denver) and Los Angeles In- 
Airfields: are the first settings 
for this new mode of information service, but 
reports are that similar 
installed at United 
York, San 

Phis 
(copyrighted) was developed by United's pas 
staff at the air- 
Working in 


set-ups will soon be 
Air Line terminals in New 
Seattle. 


information 


krancisco and 


unique type of service 


senger service department 


line's Operating Base in Denver. 


conjunction with Denver’s Central Displays, 


Morgan Studio and Mountain 
States Telephone (o., the United information 
service became a combination of an enlarged 
a Webster Tele- 


It's made of plywood, 


Inc., Ralph 


photo, a cut-out display and 
talk intercom system. 
a replica of a real 
(Jerry Skoglund) holds a 
speaker unit 


features passenger agent 


who Teletalk 
Inquisitive passenger merely presses a_ but- 


ton, asks a question and awaits the reply. 
Receiving end of the question is at the master 
unit located at desk of 


ice coordinate rT. 


LUnited’s station serv- 


located behind the airline's 
ticket counter. 

In general use, United plans to locate the 
information units near the boarding area for 
United they frequently will 
save a trip to the ticket 
Future plans in- 
clude similar displays near parking areas 


planes where 


passengers counter 


to have question answered. 


Alda Not Interested 
In Volume Production 


It's an unusual change of pace when you 


come across a manufacturer who claims that 
he’s not designed for volume production. Alda 
Plastics of 154 Grand street, New York City, 
is specially set up for the short run, the one- 
piece, the sample, the experimental model 
items 
small 


quantities are point-of-purchase displays, racks, 


particular 
Alda has been called upon to make in 


For example, some of the 


fountain units, mobiles, dispensers and you 


can just about name it. File the name _ for 


reference 


Asty Import Leases 
Building in Brooklyn 

Asty Import Corp., having 
previous location, has leased a one-story build- 
ing at 150 Green street, Brooklyn 22, N. Y., 
to house its new offices and warehouse. Walter 
Kk vans, Asty executive, pointed out that the 
new building, with its 18,000 square feet of 
Hoor space, will better 
in the future. Asty has also opened a beau- 
tifully decorated permanent display showroom 
at 225 New York City 
615) 

Asty, 
jobbers, imports a variety of decorative mate- 
rials and novelties, especially in vinyl, and 
artificial truits primarily West 
Germany, Austria, Italy, Hong Kong and 
Japan. A highly interesting and 
line of metallic vinyl trees will be shown at 
their booths 531, 532, 533, New York Trade 
Show NADI Market 


\\ eek 


Belt Sander-Finisher 
Added to Tool Line 

A new large capacity model 
Belt Sander-Finsher for finishing 
rous and non-ferrous metals, and plastics, has 
just been added to the power tool line of the 
Boice-Crane Co., Toledo, Ohto. 
Boice-Crane, which fills the 
larger and faster belt abrasive machine, has 
a reciprocating work table with than 
double the area of its preceding model. The 
table actually measures 84 inches by 28 inches 
This new model is suitable for finish sanding 
the building trades, and 
the largest sheets in the fab- 
ricating field. One of the first installations 1s 
satin-finishing large stainless steel panels for 
passenger elevator cars. Write Boice-Crane 
Co., 896 Central avenue, Toledo 6, Ohio, tor 
literature. 


Adjustable Counter Light 
Announced by Swivelier 
A new 


outgrown its 


lead to even service 


Fifth avenue, (Room 


which sells only through display 


also from 


exclusive 


Building, during the 


hand-stroke 
Wor vd. fer- 


The new 
demand for a 


more 


assembled doors 1n 


some ot steel 


adjustable counter lighting fixture 
called Counterpoimt is being promoted by 
Swivelier Co., Inc., New York City.. “This 
new fixture,” says H. C. Brandman, Swivelier 
sales manager, “is our answer to the counter- 
lighting needs of retailers everywhere. Counter- 


attraction to the 
impulse to 


imparts a magnetic 
which 


point 
merchandise, 
buy.” 

Mr. Brandman points out that Counterpoint 
is especially effective in spotlighting jewelry, 


creates the 


giftwares and housewares It can 


used to highlight 


hosiery, 
also be signs and displays 
as well as merchandise. 

For descriptive literature, write to depart- 
ment ADS, Swivelier Co., Inec., 30 Irving 
Place, New York City 3 
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See our exciting show in New York in Space 339 at the Trade Show Building. 
SPECIAL NOTICE — Our complete Fall and Christmas lines will be on exhibit 
in our Chicago Show Rooms during Market Week so those passing through 


may see this gigantic showing in its entirety. 


COOK & MEIER, INC. 2341 S. Michigan Ave., Chicago, Illinois 
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SALESMAN? 
oe ore ce ~ 


WORK- 
WORN 
MANIKINS 
CAN BE 
PUT BACK 
| ON THEIR 
, FEET EASILY, 
} QUICKLY... 
WITH 











specially processed 
manikin finish 


flesh tones. 


Now 


nate these silent 


you can rejluve- 
sales- 


eth- 
You can make 


men quickly and 
cently 
them working salesmen 
help of SAR- 
GENT MANIKIN 
FINISH Whatever 


original colors must be 


with the 


hidden or 





improved DISPLAY MAN 
NSTANT DRYING = 

OFT COLORS THAT PRODUCE 
A VELVETY FiINiSe 


MANNEQUIN FINISH 
CRUISE 


there is a Sargent dis- 


play finish to do the 


job ina omplete sel ( 


tion of colors: metallics 


and clear. 


there’s a Sargent 
spray jor 


your display 


GIANT 16.4 OZ. CANS 


eal tales Cone*ia temo] 


the Sargent-Gerke Co. 


Nationally Advertised Paint Products 


Talell tal-SeloliL- Pim ialeil-tar-| 


| 


| 
| 
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UVUUIAOULUQV ANOMALIES ATAU 


Wwe 


“Most consumers are optimistic about the 
future are confident about avoiding 


Many 
helps 


They 
great 
installment 


another depression favor 


buying because it them 
budget their income 
off the 


ment controls oOvel 


Intelligent buying 
for direct govern 
business Most people 
a ‘rainy day, their children’s educa 
on 


has staved need 


Save Io} 
down 
ice 


tion, retirement or tor a payment 
not accumulate 


business and 


fortunes.” The Powertul Consumer by 

Prot Katona, University of Michi- 

gan, based on extensive survey conducted by 
hie ol 


a home o1 
Irom 
(,corge 


6 
rapid increase 


- he 
family tormation stage will put added pres 


in those reaching the 


sure on housing, transportation, household 
and all things 
. That will 
take increased creativeness in marketing and 
selling changing of the 
long established habits and concepts of liv- 
ot and millions of people as 
move in productivity, purchasing 
interests.” 
on increase 


equipment and furnishings, 


having to do with family life 
because it means 
millions 
up 
education 


ing 
they 
and cultural 


commenting 


power, 
Advertising Age, 
in young adults during coming decade. 

= 
stores get together and spend as 
of the down 


“Have 
much money on the promotion 
town shopping area as the suburban areas 
do,” 

“Stores should promote together 
example, have an international week, a Span- 
ish week, Italian week, etc. Windows of par- 
ticipating stores all dressed in appropriate 
all coordinated to 


for 


motit with advertising 
event.” 

“Run a ‘You Guess the Price’ Contest. 
Have customers guess the price of the mer 
chandise in store windows.” 
best 


write 


contest 
students 


“Sponsor a high = school on 


display Have 


they 


window 
] 

Wily 

()ffer attractive awards 


“ach 


window 


particular store window. 
for the best letters.” 
store 


best 


like a 


decorates a 
for the 
prizes to schools.” 


suburban school 
let 


display and award 


customers vote 

“Downtown merchants should run display 
stores rather than warehouse stores. Devote 
space in department stores to display widest 
Ol 
that is, display merchandise horizontally, 


possible range merchandise attractively 

from brainstorming session 
Batten, Durstine and 
York City advertising agency, 
subject “New Different Ways 
Which Department 

Increase 


het vertically * 
conducted by Barton, 
(Osborn, New 
on the and 
Downtown 


Sales.” 


Phrough 


Stores Can 


o 
“Over-use will submerge the store person- 
ality. These props do not blend with 
the store image and are sometimes duplicated 
in nearby stores. fail 
to time delivery of display materials with 


often 
Resources frequently 


delivery of the fashion items they are sup- 
posed to help promote, They tend to be too 


TUTTI UTR 


inflexible for widespread use.”—reasons cited 
by store representatives for the often-luke- 
warm reception accorded dealer display aids 
by a panel at the National Retail Merchants 
Association convention. 
a 
“The true status of the display manager 1s 
determined not so much by his official place 
chart 
Let 
member 


by his own 
him establish 
of the 


management 


on an organization as 
ability and personality. 
himself as a valuable 
promotion team, and 


will not be slow to recognize his worth.” 


sales 


general 


from Display, British publication, discussing 
The store display manager . His function 
and status. 


Store Fixture Convention 


Held at Chicago 


Officials from store, bank and fix- 
ture manufacturers were in attendance at 
the Fifth Annual Convention of the National 
Association of Store Fixture Manutacturers, 
which was held at the Conrad Hilton Hotel 
in Chicago on March 17-18. 

It was announced that A. S. Rovak, Secre 
tary of the St. Louis Fixture Manufacturing 
Company, Inc., St. Louis, Missouri, had been 
elected President of the Association for the 
year of 1960-61. 

Osborne Pfingst, Vice-President of the 
McCloskey-Grant Corporation, Philadelphia, 
Pennsylvania, was elected Vice-President 
()tto z, Coerver, President, Otto Coerver 
Company, Dallas, Texas, was named Treas 
urer, and Robert L. 
Executive Secretary. 

At the opening Dr. Joseph W 
Thompson, Director of the School ot Hotel, 
Restaurant, and Institutional Management at 
Michigan State University, served as moder 
Sales Clinic. The subject of this 
was Situation Management \ 
Strategy of Selling. 


office 


Strauss was re-elected 


session. 


ator of a 


session 


Paint Comic Faces 


On Garbage Cans 

ree from Galvanized Ware Manu- 
facturers Council: Paint a comic smiling face 
your garbage lids. It them 
and find 
by 


idea 
can makes 
to 
garbage 


Onl 
decorative easy when they are 
misplaced the Also, 
this 1s a good trafhe-stopper for window dis 


collectors. 
plays. Incidentally, use the lid handle as the 
bridge of the face’s nose 


Madisonia Announces 
Rental-Purchase Plan 

A new plan by which it is possible to rent 
a high fashion mannequin for as little as one 
month; or atter a few months own it out 
right without paying an additional cent, 1s 
being fostered by Madisonia Manikins_ Inc., 
152 West 25th street, New York City. Write 
to the firm for photographs and further in- 
formation, indicating the type of mannequins 
in which you are primarily interested 
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NOW SIX TRU-ROK WATERFALLS 


LIGHTWEIGHT INDESTRUCTIBLE FIBERGLAS—POUR-IN PLUG-IN OPERATION 








CARMEL (Corner Model) MONTEREY 


FOR INDOOR AND OUTDOOR USE 


Display Windows, Lobbies, Foyers, Reception Rooms, Homes, Patios and Gardens 





NEW! 
the MALIBU w.:c. 


23 ins. wide AS 5 F.O.B. 
30 ins. deep $ 6 Calif. 


14 ins. high A miniature model that 
Wt 40 Ibs. looks like the Catalina. 











i 


CATALINA HOLLYWOOD (Corner Model) 





~ Approx. 
yr bemy Width Depth Height Shipping 
.O.B. Calif. Weight 

Catalina $ 90.00 36 ins. 42 ins. 22 ins. 60 Ibs. 
Beverly Hills 111.50 4A. ins. 34 ins. 37 Ins. 90 Ibs. 
Hollywood 140.00 64 ins. 46 ins. 37 Ins. 110 Ibs. 
Monterey 350.00 64 ins. 60 ins. 48 ins. 300° Ibs. 
Carmel 315.00 96 ins. 72 Ins. 50 ins. 250 Ibs. 
Malibu ( New) 18.65 23 ins. 30 ins. 14 ins. LO Ibs. 


For same day shipping from our Kansas City warehouse add 10° 


BEVERLY HILLS 
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FREE 


IDEAS FOR 
BUILDING SALES! 
- 


Cee ee eee SG nes 5 
VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 
Name 

Title 

Company 

Address 


City 
DW .6-60 


State 


ad 


) 
| 


Aterrific new catalog 
describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. 





Write for your copy today. 
Use the handy coupon above! 


oy 
LY 
VUE-MORE Turntables ere: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, eficient Brevel 
motors are designed for maximum 


versatile, 


power and precise movement—yet 
compact enough to be used in any 
motion display. Write for detaws. 


VUE-MORE CORPORATION 


601 WEST 26th STREET ° NEW YORK 1, N.Y 


—Architect'’s sketch of new home 
of Louis Stutz, Los Angeles display 
designers and manufacturers 

Showroom space now totals 3,000 
square feet ... Firm concentrates 


on high quality materials— 


oT 


Caro-Sell Shoe Rack 


Uses Revolving Trays 

With the announcement ot the Caro-Sell, the 
Anchor Wire Specialty Co., ra.. 
introduces a new in shoe merchandis- 
Designed to provide maximum display 


Homestead, 
concept 
ing 
area on a minimum of floor space, this attrac- 
tive point-of purchase nxture represents a Con- 
siderable improvement over previous display 
techniques. 

The Caro-sell design features four indepen- 
dently revolving trays, mounted on a vertical 
It is 54 inches high, has a diameter of 
and a capacity of to 70 
of heel height The 
shoes are held in place by an exclusive heel 
Shipped 


pe le. 


25 inches, has up 


single shoes varying 


grip designed not to mar or scuff. 
completely assembled, the Caro-Sell 1s avail 
able black 


brass plated. Special colors may also be ob- 


im a satin bonderized finish or 


tained on request 


Bernard Edward Makes 

Filigree Plastic Panels 
Delicate 

12-inches 


openwork plastic panels, 36- by 
and '%4-inch thick, are 
with a supporting 
They come in floral or oriental design. Panels 


white with either 


now avail- 


able spring-action pole. 
are colorfast, dustproofed 
black or gold trim. They are finished in two 
for window dividers, interior 
display backgrounds or in a variety of other 
Write to Bernard Edward Co., the 
manufacturer, 52 S. Kolmar avenue, 


sides use as 
Ways. 
at 52 
Chicago 32, for information and prices. 


Any Use in Display 
For Self Adhesive Felt? 
Self felt 
special die cut shapes are 
J. B. Dawn Products, 3905 
(Chicago. The felt 
thicknesses. 
backing 


dots, washers and 
manufactured by 
W. 64th Place, 
comes in six colors and 
The pressure sensitive 
sticks to almost anything. 
Surely some imaginative displayman can come 
this material can 
suggestions? Write 


adhesive tape, 


various 
adhesive 


be 
to 


on how 
Any 


the firm for samples. 


up with ideas 


used in display 


New Aluminum Tree Line 
Comes In Four Colors 

\ new line of stainless aluminum Christmas 
trees in natural silver and three radiant colors 
Aluminum) Specialty Co., 
Write for the descriptive 
The firm also has 
revolving tree stands and color projectors 


is announced by 
Wis 


brochure and price list. 


Manitowoc. 


for use with the trees 


+ 
— 


‘i 


Louis Stutz Moves 
Into New Plant 

Louis Stutz, designers and manufacturers of 
displays from a decorator’s angle, has moved 
to a new building at 213 Glendale boulevard, 
Angeles. expanded production 
facilities, the firm now has 3,000 square feet 
Ol 


Los Besides 


showroom space. 

The factor in this company’s rapid growth 
is its different approach in designing and 
manufacturing. Complete in ele- 
yance, all its fixtures, electrified chandeliers, 
etc., made of the 
finest brass castings, woods and other mate- 
rials combination of them with 
on the decorator’s touch. 


believers 


wall sconces. screens, are 


or a an eye 


ee 


Booklet Tells How 

To Plan Celebration 

booklet entitled, “How To 
Company Celebration,” is being offered free 
to all having any kind of cele- 
bration plans in the future. World Wide Art 
Studios, Tenn., manufacturers of 
ceramic ash trays and other ceramic specialties 
is the donor. 

The booklet 1s available without 
to any firm willing to state when and what 
kind of celebration it is planning. Inquiries 
should be addressed to the firm at P. O. Box 
1-12, Covington, Tenn. The booklet is well 
worth the effort, if you are responsible for 
sales promotion as well as display in your 
and check-list of things-to-do 
planning an anniversary celebration. 


A new Plan a 


businesses 


Covington, 


obligation 


store need a 
in 
Roslyn Display Opens 
New Offices, Showroom 

Ted Zablow, president of Roslyn Display 
Materials, Inc., announces the opening of a 
new office and showroom at 1170 Broadway, 
New York City. The Roslyn organization 
is wholesaling photomurals, artificial trees, 
planters and decorative flowers. Among their 
most popular items at present, Mr. Zablow 
reports, is the Plant of the Hanging Ark, 
which is attracting considerable attention in 
the display field. 


Waterfall Units Made 
By Bernard Edward 

Self-contained, automatic recirculating water- 
falls operate on a small electric centrifugal 
pump. They come in two or three tier ar- 
rangements, and for indoor outdoor 
Manufacturer is Bernard Edward Co., 
S. Kolmar Chicago 32. Write 
prices and information. 


or use. 
5252 


avenue, for 


DISPLAY WORLD 





idea sparkers / swim wear 


Are you one of the many crea- 
tive display designers that has 
discovered versatile, economical 
Upson Display Boards...'%.” Easy 
Curve, %.” and ¥,” Upson and %,’ 
Upson Striated Panels, all in 
conventional sizes...also %” for 
interior and exterior use, sizes 
up to 8’ x 20’? We sure hope so! 


THE UPSON COMPANY © 550 UPSON POINT « LOCKPORT, NEW YORK 


Display Board 





Got ... inte 


DEPENDABLE 


McMahan 
ROTATING UNITS 
Don’t Break Down 


@ BRUSH & SLIP 
Because ~ ping Contact 
@ HEAVY THRUST 
BALL BEARINGS 

@ HEAVY DUTY 
CONSTRUCTION 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in your 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
in. You'll find the same depend- 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 


—T 


ASS? 


69) RAYMOND AVENUE «+ ST PAUL 4 MINNESOTA 

















Editors Comment 


(Continued from page 32) 


to the the customer who says, "Price is no 
obstacle." 


This is not the simple matter it seems on 
the surface. It involves more than upgrading of 
merchandise and the securing of better brands. 
It demands almost a major over-haul! 


The same fixtures, rackKs and counters 
arranged in narrow aisles and poorly lighted 
won't sell quality merchandise. Even the newest 
apprentice status seeker with brand new charge 
account knows that quality merchandise demands 
a quality selling atmosphere that is certainly 
not evident when the latest import original is 
displayed on a hip-less ten-year-old mannequin. 


In fact, from the public's viewpoint, the 
first noticeable evidence of this trading up will 
be the new character of the window and interior 
displays and the modern open style of the store's 
newspaper advertising. Trading up will be next 
to impossible unless there is a marked physical 
and promotional contrast between the "old" store 
and the "new." The "New Look" can be acquired 
gradually, but it must be done. 


The display director faces a crucial test 
of his abilities and adaptabilities when he is 
suddenly called upon to transcend his former 
"Bargain Days" displays. He may find himself 
suddenly expected to contribute substantially to 
the store's plans for exterior and interior 
remodelling, new floor layout and even fixture 
design. In many cases the display directors will 
not be able to meet this increased responsibility. 


The prospects for improved display in the 
next few years are bright. But even brighter are 
the opportunities for promising displaymen with 
store planning ability to move into better 
positions that will become available with many 
of the stores now in the process of trading up. 


DISPLAY WORLD will be at its traditional 
spot on the second floor foyer of the Trade Show 
Building during Market Week. Drop by and see us. 


Cordially yours, 


Dont Z desge 


DISPLAY WORLD 





Ss 
CHRISTMASLAND 
1S MORE THAN 

.BEAUTIFUL- 
ITS INSPIRED! 


| CHARROT 


CoO., INC. 


36 WEST 37th ST., NEW YORK CITY 18 


JUNE, 1960 


WE WILL BE SHOWING 
OUR NEW CHRISTMAS DISPLAYS 
IN OUR SHOWROOM ONLY 

DURING MARKET WEEK 

JUNE 19th-23rd 
Drop in to see us. 





SHOOT 
FOR Tht 
MOON’ 


WITH CRESCENT 
POSTER BOARD 


. in quality . . . but 

get a stronger, laminated 
board at down-to-earth 
prices. 


.. in quality... and 
take off with a selection 
of 48 brilliant 
out-of-this-world colors. 


. in variety... and 
make your mark with 
pen and ink, brush, 
silk screen, airbrush 
or rubber plate. 


New Opaque Projector 
Has Wide Versatility 


A new opaque projector, Model 1000 Art- 
O-Graph, with a range of 5-time reduction 
to 5-time enlargement, is announced by Art- 
()-Graph Inc., Minneapolis. The “1000” ren- 
ders a sharp, bright image, to desired scale, 
right side up of any photo, artwork or 
printed matter, as well as 3-dimensional ob- 
jects, directly on a drawing board. Artwork 
can then be rendered, in any medium on any 
surface, from the projected image. No inter- 
mediate steps such as tracings or photostats 
are needed. The unit has an Il- by 11-inch 
copy opening, and will project a full 15-inch 
newspaper width through a copy extension 
feature 

Adjustable track length from S80 inch to 
YY inch permits installation in a room with a 
ceiling as low as 6 feet, & inches. 

Descriptive folder available from Art-O- 
Graph Inc., 4837 Emerson avenue south, Min- 
neapolis 9 


Outdoor Cluster Lights 
Designed by Stonco 

Phe new die-cast aluminum decorative out- 
door cluster lights just announced by Stonco 
Klectric Products Company, Kenilworth, N. J., 
are designed for wide area floodlighting in 
outdoor locations where both smart design 
and weatherproof performance are required. 
fixtures are available in three contemporary 
stvles in a wide range of colors, including 
new satin, bronze, copper and brass CpOXyV 
metallic finishes that are virtually unaffected 
by long exposure to freezing cold, salt spray, 
high temperatures, corrosives and outdoor 
weathering. All units are silicone-sealed for 
face-up protection in rain, snow or sleet, and 
fully vented for cooler, cleaner operation, 
longer lamp life. The new line accommodates 
up to 300-watt reflector lamps and is fully UL- 
approved for outdoor service. Complete in- 
formation and prices available from the manu- 
facturer. 


Baseball Stars Reproduced 
In Miniature Statuettes 


\ new line of statuettes, reproducing in 
exacting detail major league baseball stars 
whose names have proved successful sales- 
getters, is being introduced by Hartland Plas- 
tics. Each statue stands eight inches high and 
is an officially approved replica of a baseball 
great. They are exact to the finest detail; 
facial expressions, characteristic stance, uni- 
forms are all carefully copied. Complete de- 
tails on Hartland’s new line of baseball greats, 
as well as the entire line of Hartland premiums 
and custom point-of-purchase moldings, may 
be obtained by writing Hartland Plastics, 
Inc., Department B, Hartland, Wis. 


48 Color Denna a Minute 
With Rainbo-Lite Wheel 

The new Rainbo-Lite, Model No. RB-1, 
rotating display light, flashes 48 color changes 
per minute. The unit is of high quality, 
beautiful brass finish. It mounts on ceiling, 
wall or floor. The swivel adjustment is 360 
degrees horizontal, 90 degrees vertical. A one- 
year warranty automatically accompanies 
Rainbo-Lite. The product 1s manufactured by 
North American Signal Company, 1620 So 
Canal street, Chicago 16 


Radio Station Broadcasts 
From New York Store 

A new concept in merchandising has been 
developed by Frears, Troy, N. Y., when the 
local radio station, WPTR, built a_ broad- 
casting studio in the store in full view of the 
public. Not only will customers be attracted 
to the store to see their favorite disc jockeys, 
housewives shows and newscasters, but the 
50,000 watt station will beam its message 
into the homes of the store’s shopping area 
in the five surrounding states, a _ potential 
market of two million people. 

The promotion plans, announced by Joseph 
(;. Chromy, sales promotion and display man- 
ager for Frears, included window displays, 
departmental tie-ins for radio-advertised items, 
storewide elevator cards and the WPTR call 
letters next to Frears in all newspaper ad- 
vertising. Of course, extensive radio spot an- 
nouncements will be placed on WPTR. 

Opening of the station saw the Mayor of 
Troy cutting the traditional ribbon and re- 
naming Third street as WPTR boulevard for 
the day. A fantastic diamond give-away com- 
plete with armored car and guards was thrown 
in for good measure. “During the year,” 
according to Mr. Chromy, “we plan to keep 
checks on various promotions and establish a 
format for future promotions linking the 
various promotional media.” 


Fire Loss High 
At Doerr Plant 

An early morning fire caused damage esti- 
mated in thousands of dollars at the Ports- 
mouth, Ohio, plant of Doerr and Associates, 
prominent manufacturer of display fixtures. 
Alertness of a bargeman and speedy action by 
city firemen averted possible total destruction 
of the plant. 

Firemen said the blaze started in the 75- 
by 30-foot section of the building used for 
spraying and painting the display fixtures. 
Apparently the blaze began in a heating fix- 
ture suspended from the ceiling in one of the 
six rooms of the section. Firemen also said 
that fire doors that sealed the section off 
from the rest of the building can be giver 
credit for averting more damage. 

J. E. Doerr, owner of the firm, said that 
operation was only slightly delayed and that 
production will be back to normal very 
quickly. 


Former Display Director 
Joins Edinger-Wyckoff 

Albert E. Leaman has joined Edinger-W ye- 
koff, Inc., Stroudsburg, Pa., as visual mer- 
chandising and store interior designer, ac- 
cording to William S. Wyckoff, president. Mr. 
Leaman brings to his new post a broad back- 
ground of experience in designing merchandis- 
ing fixtures and store interiors gained with 
department stores such as Rollman’s, Cin- 
cinnati; R. H. Whites and Filenes, Boston, 
and outstanding specialty stores such as 
Worth’s, Waterburg, Conn., and Bigelow Ken- 
nard, Boston. 


Jerry Schoenfeld 
Joins Leo Prager 

Jerry Schoenfeld, well known representa- 
tive in the Southeast and Southwest has joined 
the firm ot Leo Prager, Inc., New York City 
display fixture Company, as a partner. 
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JUNE 19 (Sun.)-23 (Thurs.) 

I8th FALL & CHRISTMAS 

DISPLAY MARKET WEEK 

AT NEW YORK TRADE SHOW BLDG. 
AND HOTEL NEW YORKER 


NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET & 7th AVENUE, NEW YORK CITY 1, N. ¥ 





looking for something REALLY 


. NT 
DON'T MISS the first public showing 
of the most fabulous display 


creation in years at 


VILDING F ROC DMS 534-537 JUNE 19-23 
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—Elvis is back! But he was never any more "gone" than usual in 
Germany . . . While he was stationed there in the Army, German 
displaymen took the opportunity as an ideal atmosphere for display of 
teen apparel in their windows ... One example by Waldemar Werner 
for Kaufhof, Cologne, is shown here . . . A huge photo blowup of the 
rock ‘n roll singer provided an attraction-getting device while a juke 
box with 120 records accompanied the youthful dancers . . . The music 
was played to the sidewalk spectators as an added attraction to 
passing teenagers—or anyone else— 


Internationale 


—A photo blowup of the entire record album cover provided the 

background for this swinging arrangement of what the best dressed 

German teenagers are wearing . . . This went on for a series of 

windows, with the top American jazz artists getting into the display 

act . . Alfred Heinrich directed the session in the windows of 
Kaufhof, Hanau, Germany— 


THE IMMORTAL 


: - a ‘ow 
~ ea 


~ 
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—Another prominent musician of his day, the Pied Piper, 

who also had a faithful following, led the way through a 

long, narrow display of infant's wear at Knoop am Kropcke, 

Hannover, Germany, where Rudolf Rosenberg is display 

director . . . Incidentally Hameln is the ancient name for 

Hannover, so the hero is right at home .. . The story ‘s 
told on the pages of the opened book— 


—William Christiansen only used three 
of the 76 trombones to assist him in sell- 
ing the attractive sweaters in the win- 
dow of A. B. Holmbloms, Gothenburg, 
Sweden ... The instruments are painted 
in perspective on the background and 
dusted with glitter—same for the clef 
and musical notes that complete the 
props ... The forms used are now being 
manufactured here and will be seen at 
Market Week in New York, June 19-23— 





Our Family Tree 


IS GROWING 


By 
Whatever 
Name 
You 

Call 

It 


"IVY LEAGUE" 
“CONTINENTAL” 
“TRADITIONAL” 
“NATURAL LOOK" 


Our 

New 
Mannegins 
Are 
Made 

To 

Fit 


MARKET WEEK 
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N. Y. TRADE SHOW BLDG 


cons veree BO BAARRANGO-CO- 


579 MARKET STREET ¢ SAN FRANCISCO 5, CALIFORNIA 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 
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EW York in June: New York is 
Winter Carnival New Yor 
Showplace. Youll love New 
is year especially wi 
“Holiday House’ at 

lhe prevailing 


1s 


k 

York in 
visit the 
hith 
will be “at 
home-like 
accented that the 
is hospitality. We 


hune Ti 


CT) you 
NAT I 


Phirty and 
mood 
wit 


hom ( hbristmastime motits 


ospitality [hey say 
‘ory of the house 
to project oft this 
ng Market Week 
Actually 
and hospitality tor we wall be 


(ne 18 at the 


expect 


glory your way du 


SOTTie 
it Wi be a case ot double glory 
hosting at two 
Show 
avenue, 1s 
( laus, 1n 
on deck to 


Santa help 


oliday houses l rade 

burlding 1 he other, across the 
the Hotel New Yorker Santa 

full uniform, both Santas, wall be 


preet visitors Assisting will bye 
ae | acting as hostesses on each exhibit floor 


cookies and cokes 


lt is important to remember that the show 


( offee. will be served 


lates are 19 (Sunday) through June 


Show 


June 


23 ¢(lhursday) hours are 10 a.m. to 


Monday, 


Thursday, 


»>pm. on Sunday; Y a.m. to 6 p.m., 
Wednesday (On 


open until 1 p.m 


luesda\ and 


closing day, we wall bye 

i xhibitors, booked to May Ist, totaled 108 
We have already sold more space than we did 
two years ago at our last previous June exhi 
Manhattan Lhe this 
has been greater tor the 
at the New Yorker 


Building 1 hie reason expressed by 


tron ow demand time 
high ceiling spaces 
Show 


exhibi 


and the l rade 


ters is that with the emphasis in many estab 


lishments, particularly by shopping centers, 
on bigger and better exterior type spectacu- 
lars, a featured category will be the outdoor 
type displays im tull size 


Also 


either 


prominent will be imported items, 
as single units or incorporated in dis 
plays designed and completed domestically 
Many searching world 
markets during and the prod- 
that they suitable tor all 
types oft displays 


week 


So, to make your “house” 


members have been 


past months 
ucts discovered 


will be on view during 
she A 
a leader in sea- 
sons ahead, come to our “Holiday House(s)” 
this June 
L he beauty ot the house 1s order 
[he blessing ot the house 1s contentment 
lhe glory ot the house 1s hospitality 
lhe crown ot the house is godliness.” 
We are tashioning our “Holiday 
with those attributes in mind. Please spend 
a day with us during this important week 


House- 


84 


—NADI— 


Renault Dauphine: 
be a red Renault Dauphine, 
complete with white-wall tires, sliding roof 
top and fully equipped. “Le Car Hot’ 
“Thrifty, Frisky” Renault Dauphine is what 
call it in the Glowing reports 
about it have been written by car experts 
in automotive and mechanical publications. 
“It fits the American Market to a “T’,” they 
say. Santa loves it and some lucky winner 
will, too 

lo be eligible, visitors must complete data 
cards, in the a ticket, obtained at 
both show sites. Then, as registrants see the 
show, the will be punched by our 
Santa helpers who will be stationed in six 
locations. This also will give us a method 
for verifying how trafhec during the 
course of the event. Card punches to be used 
N.A.D.1.-M.W ticket 
punches will be needed 

When the card 1s completely 
visitor, on departing, can drop his card in 
any chimney-hopper at exit points. From the 
returned cards, drawings will be made daily 
for awards of lesser prizes. For the Renault, 
the grand prize, we will draw from the cards 
on the afternoon of June 22nd, Wednesday, 
at 4 p.m. Our Miss “Holiday House” will 
draw the winning ticket. 

Pre-Market Week: Preceding Market 
Week, we will have our Board of Directors 
meeting on June 16 followed on Friday, June 
17, by our general membership meeting. 
soth sessions will be held at the Hotel New 
Yorker. The annual election of officers and 
directors will take place at the member's 
Nominations are being con- 
Election Committee 


The grand prize will 
Santa's Car, 


they ads 


form oft 


cards 


flows 


will have dies Six 


punched, a 


meeting now 
sidered by the 


Sloan 


—NADI— 

Salesmen Wanted: There are several re- 
quests tor sales personnel in our files. Inter- 
ested parties can obtain additional informa- 
tion by contacting the NADI at the 
ernor Clinton, New York City 1, N. Y. 


—NADI— 


Designer Wanted: One of the NADI 
members, a fixture manufacturer, 1s inter- 
ested in making arrangements with a display 
designer tor the submission of sketches in 
the fixture category. The work would be 
submitted by mail or in person with payment 
on a job basis or on a retainer. Write to the 
NADI for more intormation. 


headed 
by David 


(,;0Vv- 


—NADI— 

Several requests for mem- 
bership application information were _ re- 
ceived in the past month. It takes from s1x 
to eight weeks to get an application consid- 
ered by the Board of Directors. First, how- 
ever, is screening of the application by our 
Membership Committee. To be eligible to 
participate in the NADI market weeks, mem- 
bership in the organization is required. 

Mail-Bag: Word was received of new 
offices and a studio-showroom by Al Brunell 
in Chicago at 1723 East 79th street. Our 
best wishes for continued and increasing 
extended to Al in his new 


Membership: 


success are 
quarters. 

Also received, from the Glickman Corpor- 
ation, owners of the Trade Show Building, 
was news of a 2]-story hotel to be erected at 
2nd street, overlooking the Hudson River. 
The hotel will have characteristics similar to 
those of motels. It will be ready in time tor 
1962 Market Week. 

—NADI— 

Clippings: The Johansson-Patterson heavy- 
weight championship fight 1s scheduled for 
June 20 at New York’s Polo Grounds. This 
is the Monday night of Market Week. Add 
it to your list of things to do while in New 
York. However, because the fight will bring 
many out-ot-towners, it would be a good 
idea to make your hotel reservations now 
for Market Week. Hotels close to the show 
sites, besides the Hotel New Yorker, are the 
Governor Clinton and the Statler. 

If you really want to get in early on com- 
ing events, bound to be hits, write now for 
tickets to the musical “Camelot” opening 
before our Spring Market Week, November 
17th. It’s by Lerner and Loewe (“My Fair 
Lady”) starring Julie Andrews. Mail orders 
are being accepted now at the Winter Gar- 
den Theatre, 1634 Broadway, New York 19. 
Our next Spring Market Week is Decem- 
ber 4-8. 

But before December, we'll see you June 
19-23. Hope you can attend. 


our 


Hildreth Heads Display 
For Flah's, Syracuse 
Kenny Hildreth, formerly of J. N. Adams 


Co. of Buffalo and Niagara Falls, N. Y., 
for 15 years, has been named display manager 
at Flah & Co., Syracuse, N. Y. He replaces 
Bruce Alexander. Mr. Hildreth will be in 
charge of window and interior displays for 
both the dowtown and suburban stores. 
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for the busy display man | 


JIFFY CLIPS 


the handiest way to put up | 
any temporary structure 
k= 
Ss 


TEES 


Only two types will make any shape 
stand or exhibit. Send for free litera- 
ture showing the many ways of using 
these time and money saving clips. 


Jiffy booths for 
inside exhibits 

and Jiffy joints 

for outside displays. 


JiFrFy 111 WEST PINE STREET 
CLEF® 10D1, CALIFORNIA 








NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
+ FLORIDA 
+ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. | 
Long Beach 6, Calif. 














Mearl Introduces 


New Pearl Essence 

Murano Colors, a new synthetic pearl es- 
sence which provides color along with pearly 
introduced by the Mearl 
Corporation, New York. Available in formu- 
lations for coating and for incor- 
poration into plastics, Murano Colors pro- 
vide multiple color effects which cannot be 
with 


lustre, has been 


surface 
colorants. 


react like conven 
pigments in all respects, they 


achieved conventional 
While Murano 


tional pearl 


( olors 


have twin inherent colors: one observed by 
reflected light, and the second seen by trans 
mitted light. For example, a polyester cast 
sheet containing the red pigment appears red 
a dark background and 
reflected light, and appears 
green when viewed by transmitted light. 
(‘olors such as gold, red, blue, green, and 
now 


when held against 


examined by 


These colors are 
produced by optical effect rather than by the 
absorption ot a particular 


orange are available. 


band of wave 
occurs with ordinary dyes and 
Multi-color effects 
tained by using several colors in combina- 
The rather subtle, and of 
moderate the two-color 
pigment 
cannot be 


lengths as 


pigments may be ob- 


tion colors are 


intensity, but play 
possible 
otherwise achieved, 


inherent in each makes 


effects which 
and which verge toward iridescensce. 
Murano Colors are available in formula 
tions tor use with most coating vehicles and 
plastics. \ 
Murano Colors is 
(Corporation, 41 
York City 17. 


for most brochure describing 
available from the Mearl 


Kast 42nd street, New 


Fiber Glass Catalogue 
Offered by Cadillac 


\ catalogue and price list of materials for 
fibrous glass reintorced plastics is available 
Cadillac Plastics Chemical Co., 1511] 
Second avenue, Detroit 3. Included are com 
plete ranges ot fiber glass tabrics and fibers, 
and 


rom 


polyester epoxy resins and Catalysts, 

other 
The catalogue lists fiber glass 
chopped strand 
mats, continuous 
rovings, chopped strands and milled fibers. 
Also polyester 


harade ners, 


parting agents, pigments and neces 


Sary supplies. 
( loths, 
mats, 


tapes, Wovell rovings, 


surtace and overlay 


resins, epoxy resins and 
MEK and benzol peroxides, PVA 
films, color paste dispersions, 
and parting Available 
and shown under 
each material along with thumbnail descrip 
tions of properties and recommended appli- 
fhree pages ot property tables and 
application data on fiber glass cloths, poly- 


diluents, ac- 
celerators agents. 


sizes, grades prices are 


cations 


ester resins and epoxy resins and hardeners 
are included 


Tabak Elected Head 
Of Freelance Guild 


Henry Tabak has been elected president 
of the Southern California Freelance Display 
Guild Charles O'Malley. Paul 
Hoppenfeld has been named vice-president ; 
Dave Marcus, and Dick Le- 
francis reelected treasurer. 


succeeding 


secretary ; 


Columbus, Ohio, Displayman 
Returns from Europe 

Glenn Harrod, display director for F. & R. 
Lazarus, Columbus, Ohio, has returned from 
a trip to Kurope. 


R a » az 6 
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Edward Bruce, formerly with Olds, Wort- 
man & King, Portland, Ore., became display 
manager for the Portland Electric Company. 

Awards were announced in the Phoenix 
hosiery display contest. Top winners in the 
smaller cities division were: first, Sam B. 
Goins, M. M. Cohn Company, Little Rock; 
second, L. H. Pugh, Aarons Clothiers, Stock- 
ton, Calif.; third, J. H. Everetts, M. L. Park- 
er Company, Davenport, Iowa. In the larger 
cities group: first, Alex Demey, Roos Broth- 
ers, San Francisco; second, Carl W. Ahl- 
roth, The May Company, Los Angeles; third, 
Kenneth W. Duncan, The Boston Store, Mil- 
waukee. 

Ed Lowe resigned as display manager for 
Turrell Shoe Company, Seattle, and was re- 
placed by Eyrle Day, formerly with Rhodes, 
same city. 

A talk by the head of the advertising de- 
partment of the State University of Iowa 
and a demonstration of live model draping 
featured a meeting of the Crandic Display 
Club, the organization made up of display- 
men from Cedar Rapids and lowa City. The 
demonstration was given by Moie Ham- 
burger, Strub’s lowa City. 

JUNE, 1950 

More than 100 members of the National 
Association of Display Industries exhibited 
at the most successful Christmas Market 
Week in several years. Attendance was ap- 
proximately 2,109. Earl W. Gasthoff, head 
of the Danville, Ill., firm by the same name, 
elected NADI president. The general 
membership voted to set aside $4,000 for a 
continuation of the display research program 
which the NADI had supported for the pre- 
vious 

A report by the National Retail Dry Goods 
Association revealed that publicity expense, 
which included display, for 1949 advanced to 
42 per cent of from 3.9 per cent of 
sales tor 1948. this publicity expense 
dollar, 15 cents went for display, including 
payroll, by department over one 
million dollars volume, and 16 cents tor 
specialty stores of over a million dollars 
volume. There was no change in these fig- 
ures from those for 1948. 

Harold Melnicove, The Hecht Company, 
Washington, was elected chairman of the 
Visual Merchandising Group of the National 
Retail Dry Goods Association. 

Robert H. Clarke, display manager for L. 
Herman, Inc., Danville, Va., was elected to 
city council of that city. 


UJA to Honor Leviton 
At Annual Dinner 

Bernard Leviton, vice-president of the Levi- 
ton Manufacturing Co., will be honored for his 
services to the lighting equipment field and 
to its philanthropies at the annual United 
Jewish Appeal dinner of the industries in- 
volved. 

The dinner is scheduled for Thursday even- 
ing, June 9, at the Hotel Plaza, New York 
City, 1t was announced today by Samuel B. 
Kluger, of the Eagle Electric Manufacturing 
Co., who is again general chairman of the 
trade UJA drive. 
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Largest Line in the country... 


FALL 1960 and CHRISTMAS 


Natural and Colored Bulrushes 

Natural and Colored Indian Grass 

Natural and Colored Italian Wheat 

Natural and Colored Sea Oats 

Natural and Colored Gold, Lavender 
and Copper Grape Vining 

Red Prepared Smilax 

Autumn Prepared Adiantum Fern 

Autumn Plastic Adiantum Fern 

Wired Natural Pine Cones 

Brown, Red and Green Prepared Oak 

Bleached and Two-Tone Transparent 
Oak, 10-lb. cartons 

Cedar Chip Blinds 

Orange Plastic Twists 

Gold-Copper 6 ft. Oak and Birch Tree 

Wine, Gold and Copper Wine Bottles 

Fall Colors Rafha 

Colored Mexi-Cord, 50 yard hank 


Large Natural Cattails 
Imported Glass and Plastic Grapes 
Cloth Fall Foliages and Sprays 
Thistle and Fruit Units 
“Back To School” Pennants 
Pennant Strings, |4 Colleges 
12” x 10’ Gold-Bronze Reed Twist 
Wicker Cornucopias and Fruit Baskets 
Wicker Fireside Baskets 
54g” Gold, Copper Stake Cord, 
8 yards long 
Fall Petal Branches 
Cedar Poles and Cedar Slabs 
Natural Corkbark 
Indian Corn 
Redwood Wagon Wheels and 
Folding Lattices 
Redwood Stained Peg Racks 


Imported Velour Cattails 


Imported Oak and Maple Leaf Sprays 

Imported Branched Crysanthemums 
and Heads 

Imported Cloth Dahlias 

Loose Imported Fruits 

Imported Fruit Clusters and Garlands 

9’ Plastic Apple and 9’ Plastic Garlands 

Plaid Fall Foliages 

Autumn Plastic Flowers and Foliages 

Mahogany Woven Panel 4’ x 8’ 

7’ Gold-Bronze Wicker Chains 

Plastic Holly Garlands 

Cloth Mistletoe Sprays 

Feather Christmas Wreaths 

Imported Gold Plastic Ring Chains 

Branched and Heads Velour Poinsettias 

Flocked Branches 

Xmas Foliage Sprays — Natural 

Plastic Poinsettia Sprays 


LARGE SELECTION IMPORTED XMAS NOVELTIES 


And Over Two Hundred Items for Complete Fall and Christmas Display Sales 





LOUIS SCHNEIDER CORP. ‘cicoui os 


Our only Office Showroom and Factory 
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Freelance Operation 
Can Be Successful 


Combination of display ability and business sense 


has enabled Albert H. Brunell, Chicago, to serv- 


ice accounts continuously for 


al Ly pr ai Te 


! | 
i) ireeiall 


onsistently 
trust of | mercl 

reasonabl 

properly distributes 
OWN operation so 
realized tor his efforts 
added responsibility ol 
aterials and accessories 


] 


Hents, bus) 


MMportance 

the proper bal 
ol a successtul 

display ability and 


\lbert H 


Brunell 


past |I6 years 


Who has been operating successtully lor 
more than 16 years in and around Chicago 
trom as tar 


t (Chicago as Glencoe. Ill. to Warsaw. 


‘im and around’ we mean 


Ind.. and Downer’'s Grove, Ill... on the south 


Handling exclusively women’s and chil 


dren's wear accounts, Mr. Brunell also ren 
ders service as consultant on all advertising 
and promotional campaigns, tying in the dis 
plays as a complete package. Approximately 
W) per cent of his chents avail themselves ot 
his rental which consists oft 


Service high 


grade set pieces and accessories purchased 


trom some of the top sources in the display 
mdustry 

\nother division of his diversified service 
is that of the preparation, layout and execu- 
tion of direct mail advertising, exclusively 
rendered to stores with which he 1s asso 
ciated 


maintenance ot matling lists 


his, ot course, includes a perpetual 


Boasting that he seldom loses a client. Mr 


Brunell is proud ot the wondertul relation 


ship developed over the years with his 
clients 


“We 


tThnese stores 


have created a position 


where our advice and sugges 


tions are solicited and tollowed. Whether 
a complete remodelling job or the addition 
of a department, a new front or a change 
in location, we have always been involved 
and our advice has been solicited and fol- 
lowed.” 

At present, Mr. Brunell is employing three 
people and a part time secretary, two of 
which are entirely involved in the direct 
mail service and the third travels with Mr 
Brunell to assist in installation. 

He does not operate a repair shop or paint 
explains, “I do not be- 
lieve in refurbishing used displays but preter 


shop because, as he 


to dispose of same and replace with new and 
\ll pieces are stored in a 
where 


vibrant pieces.” 
combination showroom-warehouse, 
invited to obtain a “bird’s eye 
view of coming promotional aids available 


This service was only 


clients are 


for special effects.” 
realized in April. In the past, all layouts and 
designs were furnished customers by means 
of sketches and verbal explanations. “It 1s 
now possible,” Mr. Brunell explains, “to sit 
down with our clients at the showroom and 
plan, project and layout their entire promo- 
tional program tor six to eight months 
ahead.” 

The actual installations work out as a 
monthly change 
of the month he 


and setting 


For example, on the first 
a new background 
merchandise 


installs 
with appropriate 
The windows are then changed weekly or 
that 1s, 
tions of mannequins, etc. At the end of the 
month the entire background and all phys1- 
cal properties are removed and a new in- 
stallation is brought in. On this 
customer who has two windows, 


riod of a year, would have 22 major back- 


ground changes and 52 merchandise changes 


bi-weekly ; new ready-to-wear, posi- 


basis, a 
OveT a pe- 


“We never permit any ot the displays to 
remain in tor a tull season. No doubt this 1s 
somewhat unusual, but time and consistency 


—Window at left by Albert H. Brunell executed in candlelight colors... 


All accessories in Christmas green with gold accents 


.. In right hand 


corners of all windows Santa was surrounded by exclusive store-designed 


Christmas boxes in red . 


. . Tremendous response reported in sales and 


favorable customer comment— 











—Also by Mr. 
above at The Mayfair specialty shop 


scarf and appropriate jewelry 


Brunell is window at right, the same corner location as 
. Electric candles are inserted 
into Easter lily and hyacinth bouquet, forming the atmosphere for cara- 
mel-colored merchandise, accessorized with navy hats, bags, gloves, 
An unusual combination of checks, 
plaids and polka dots combined into one window caused much comment 





Mannequins were spotlighted from the ceiling with amber, and red 


lights from the side.— 
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with customers is the only proof of this 
Mr. Brunell says. 

Mr. Brunell can be proud of the contribu- 
tion his service has made to the display 
protession, and retailing in general, through 
the smaller merchants of his area 


pe ylicy's success,” 


Distinctive Plastic Panels 
Announced by Lustra 

Color in depth, unique multi-dimensional 
treatments and_ light-diffusive translucency 
give dramatic decorative significance to Lustra 
Panels, a new basic indoor material made by 
the Lustra Manufacturing Corp., 
N. Y. The new polyester plastic material is 
otfered in an extensive selection of high 
fashion colors, strong to subtle in tone. Pearl 
chip suspended within color and distinctive 
self-patterns create interesting visual textures 
and underscore dimension and depth. Color, 
texture and pattern are all intensified under 
light, so that Lustra Panels are particularly 
effective in situations where natural or arti- 
heial light is a factor. 

Lustra Panels are sold in sheet form only 
and presently are available directly from the 


Pomona, 


manufacturer. Complete data file and sample 
squares are available upon request from: 
Lustra Manufacturing Corp., Pomona, N. Y. 
The factory also maintains an advisory serv- 
vice to assist prospective users with tabri- 
cating data 

Paradise Fountains Schedules 


Market Week Open House 


Paradise Fountains and Pumps Co., sub- 
sidiary of Canal Electric Motors, Inc., justi- 
hably proud of their beautiful new showroom 
facilities just opened at 33 Grand street, New 
York City, will have open house for visiting 
display directors during the NADI Christmas 
Market Week. Anthony Mifsud, president, 
pointed out that the spacious new showroom 
will display the full Paradise line of recir- 
culating, lighted fountains for both indoor and 
outdoor use, together with the “Canal” brand 
pumps, Magic Faucet, garden statuary, orna 
ments and artificial foliage and flowers. FPur- 
chase of this new seven-story building at the 
corner of Grand street and Avenue of the 
Americas, is part of a wide expansion program 
in servicing the display and other industries. 
Company manufacturing facilities at 10 Canal 
street will be retained. 


New Officers Announced 
By Shoe Form Co. 


At a recent meeting of the board of di- 
rectors of the Shoe Form Co., Inc., Auburn, 
N. Y. marking its 35th year as the nation’s 
largest manufacturer of shoe and hosiery 
forms, Frank P. DeWitt, president, announced 
the appointment of William DeWitt, Jr., as 
vice-president, DeWitt ©O’Dell as assistant 
treasurer and David Gregory, assistant sec- 
retary. In addition to its shoe and hosiery 
form operations, the company’s DeWitt Plas- 
tics division offers broad facilities for blow 
molding, vacuum forming, extruding and fab- 
rication of plastics. 


Vent Vacations 
In California 

J. E. Vent, display director for Rike-Kum- 
ler Co., Dayton, Ohio has returned from a 
five-week vacation in California. 
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% Connect Three FERROCRAFT 
Chandeliers for a Spectacular Six Foot Display! 


Try this for an outstanding floor or window centerpiece reverse the top and 
bottom chandeliers, add Ferrocraft’s floor stand, then substitute Christmas ornaments 
for the prisms and you have an unusual and spectacular Christmas tree! 

Each of the three chandeliers shown at the left are complete and available separately 

Prices shown below are as illustrated less bulbs. 

Prices without prisms and wiring are approximately 35¢¢ less than those shown below 
Please see your display jobber for exact prices of all components. 

Catalog No. Height Diam. Each 

Tier Chandelier PC3WP (at left) 78” 40) $85.95 
Large Section PC36WP (upper right) 38 40" $39.95 
Middle Section PC24WP (lower center) 38 28” $32.95 
Small Section PCI2Z2WP (lower right) 38 14 $16.50 


Visit us in Room 430 at the NADI Show 


in the New York Trade Show Building. ERROCRAFT 


Morgantield Kentucky 








ANTON, “PRENCH URN with HANDLES’ 


coPY ! 
REINFoRceD FIBERGLASS! 
will not collapse ... strength of meta 


Vight-weight ond WATERPROOF 


with a bowl-like center to hold water 
12” HIGH= 23” WIDE*8 SQ _ BASE V4" THICK, 


ZAFERO STUDIOS 925 ARCH ST PHILA.7PA. $ ZOP®.1 


SEND CHECK 
PURCHASE Or 
MONEY ORDER 











for maximium illumination .. . 


POSTOSCOPE Opaque 


Projector 


ee a = 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object —- and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6” x 6” at one 
time or larger area, a section at a time. 


$35.00 


F.O.B., N.Y. 
LARGE PROJECTORS TOO! 


Send for descriptive folder 
showing entire line of 
opoaqve projectors 


FREE. 200 PAGE CATALOGUE 
° 10,000 art and draw- 
ing supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


2 West 46th St 


PROX 


New York 36, N. Y 


SHIRT FRONTS 
& READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) e@ Widespread 
@ Oxford B. D. Packed '% doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 


sorted colors to box. 
$12.75 per doz. 
Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 


BON APPETIT ... BON VOYAGE... 


[Continued from page 62] 


in proper perspective, high above the Cha 
teaux de Versailles background.” 

Having been taken for a tour of the Eitel 
Tower and Arc de Triomphe at the restaur 
ant and the Chateau de Versailles at 
asked, “Where to 
Looking off into the blue horizon containing 


Bac 
Carat’s, we from here? 
hopetul glimpses of future display conquests, 
our Air France tourist-temptress concluded 
knowingly 

“Almost lend 
cesstul travel stimulus. Recent statistics are 
ample proot that the public is keen on the 
subject oft travel. 
good 
ficial. 


any area can itself to suc 


Imaginative displays, in 
turn out to be mutually bene- 
The Baccarat firm, whose crystal is 
used on board our Air France jets, got extra 
recognition from its with our 
It is equally prestige bearing to a 
restaurant displaying samples of the re- 
which and Air 


taste, 


association 
airline. 
nowned cuisine tor France 
France are tamous 

“The image we try to create is multiple. 
The inducement to travel can come trom 
various and sometimes an indirect 
approach, as in the case of Baccarat crystal, 


Sources, 


is effective and accomplishes real impact 

No 1m 
from the ex 
The planting of one idea in an at 
mosphere of warmth and relaxation 1s suc 
Air France has pioneered al- 
most every aspect of improvement in the au 


“Qurs 1s a long range campaign. 


mediate sales are expected 


posur©re. 
cess enough 


travel field, and the introductory stage has 


farsighted aim which 


(Our greatest 


been succeeded by a 
endeavors to imsure retention. 
desire 1s to impress on potential customers 


that Air 


gracious 


France provides a steady flow ot 
living on board, and that this 
teamed with the latest in technical achieve- 
ment, combine to give passengers the ideal 
for pleasant traveling in the busy jet age.” 


CFAC and POPAI Co-Sponsor 
P-O-P Day in Chicago 

“The Role of Point-of-Purchase Advertis- 
ing in Modern Marketing,” was the subject 
of a talk given by Paul Godell, Director ot 
the Point-of-Purchase Display Division ot 
the Gugler Lithographic Company, at Point 
of-Purchase Day in Chicago on Thursday, 
\pril 21. This merchandising event was co 
sponsored by the Chicago Federated Adver- 
Club and the Point-of-Purchase Ad- 
vertising Institute, and was held at the 
Hotel Morrison. Mr. Godell is also a Di- 
rector ot the Point-ot Purchase Advertising 
Institute. 

A special exhibit of point-of-purchase mer- 
chandising material was staged by POPAI’s 
Members from the Midwest. This exhibit 
featured the best displays and display mate- 
rial created by these companies during 1959. 
Jerome P. Maroney, Vice-President in 
Charge of Sales for Chicago Cardboard 
Products Company, was Chairman of the 
Exhibit Committee. 

This meeting was one of a series of re- 
gional meetings designed to emphasize the 
value of point-of-purchase merchandising 
material to national advertiser and agency 
executives throughout the country. Future 
meetings of this type are scheduled for 
Cleveland, Detroit, Milwaukee, St. Louis 
and San Francisco 


tising 


Cellu-Craft Announces 
$800,000 Expansion 


Officials of Cellu-Craft Products Corpora- 
tion just announced an $800,000 ex- 
pansion of their manufacturing facilities in 
New Hyde Park, N. Y. Already one ot the 
nation’s largest printers and converters of 
flexible packaging materials, Cellu-Craft 
will now also volume-produce a diversified 
line of laminated and extrusion-coated films, 
foils and papers engineered for use in vari- 
ous industries. 


have 


According to Samuel J. Leeds, President 
of Cellu-Cratt, a 40,000 square foot 
factory, complete railroad siding, 1S 
under construction to house this equipment. 
The precision machinery was specially de- 
signed for precision performance and 1s 
controlled by AccuRay. 


new 
with 


In addition to the laminating and extru- 
operations, the new 
accommodate rotogravure printing 
constant tension slitter-rewinders 
and a completely equipped quality control 
laboratory. 


sion-coating 
will 
presses, 


building 


The inauguration of the Laminating Divi- 
sion will be the third of Cellu-Craft’s three- 
phase expansion program’ scheduled for 
1960. Last month Cellu-Craft’s new engrav- 
ing and rubber plate department went into 
full production. At present, two high speed 
6-color Kidder flexographic presses are be- 
ing added to the film printing facilities in 
plant number 1. 

‘This program,’ 
stated Mr. Leeds, “will further broaden our 
product line, enable us to better service the 
diversified needs of our customers and con- 
solidate our position among the nation’s 
leading flexible packaging suppliers.” 


integrated expansion 


a 


COMING UP! 


National Circus Week 
National Recreation Month 
Portable Radio Month 
Let’s Play Gold Week 
National Homemaker’s Week 
National Flag Week 
Father’s Day 
National Picnic Month 
National Safe Boating Week 
*Independence Day 
*Democratic National Convention 
Begins 
National Farm Safety Week 
“Republican National Convention 
Begins 
National Denim Week 
National Make It Yourself 
With Wool Week 
Coast Guard Day August 4 
Friendship Day August 7 
(DISPLAY WORLD will be glad to fur- 
nish the name and address of any sponsors 
of the above-mentioned events. Many of 
them make available free posters or other 
display material as well as ideas for displays 
tying in with the occasion. Simply address 
your request to the Editor, DISPLAY 
WORLD, Cincinnati 1. 
*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


June 1-7 
June 1-30 
June 1-30 
June 4-11 
June 5-11 

June 12-18 
June 19 

July 1-31 

July 2-10 
July 4 


July 11 
July 17-23 


July 25 
August 1-7 


August 1-6 
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, § invitation fo visit our Vow York ft a 
Wefore—-During—land after), VLADY Wharket Wheel. 


Hub Floral Mfg. Co. 


163 W. 23rd St. 
Tel. No. — Algonquin 5-2447 


In addition to our regular line and the new items, many you have 
already seen, for the coming seasons . . . we have on display over 
50 BRAND NEW polyethylene items and a variety of other 


decorations never before shown. 


MAKE IT A MUST 














CREOLE SCROLL PLASTIC PANELS 


Perfect for “most any display need. 
Your choice of solid black or white 
with gold shaded leaves. Panel size 
17 in. by 18 in. 


THREE PANEL GRILL SECTION 


Lnit at left consists 


SOIPLAY eee 


aN Sef 
Se ae goss 


Gi.“ 
panels and two 9 ft. —_ "gli? ro) 
poles. Hardware is \ ae) 
as ‘ie LI 
BAe 
¥ 


( 
of three (Oq 
extensible BEN J 3 4 2, 

@ 


included for 


complete assembly. or exe 


8c. 
No. FE-1200-W /B-—- White panels BL Ver 
with black poles. BA BON Pi) 
Ze ot S x BIOTIN 


No. FE-1200-W G — White panels 7X3 CK) NI wi 6 \9, ce) 
with gold poles. 


No. FE-1200-B/B 
with black poles. 


No. FE-1200-B/G 
with gold poles. 


Black panels REGULAR PANELS PLANTER PANELS 


No. FE-1201-W— White Panel 
with hardware. 


No. FE-1201-B 


with hardware. 


Panel is fitted with gold plant- 
-Black panels Gore | 


er bowl. Decorative bowl is 


Complete unit $15.75 Black Panel 


waterproof and removable. 





EXTENSIBLE POLES 
Four section spring-type poles are 
1 in. in diameter. Will extend to 9 ft. 
height. 
No. FE-1202-G - 
No. FE-1202-B 


Per carton of 2 


Gold Pole. 
-Black Pole. 
$8.25 


Per dozen. $29.50 Each. $2.95 
No. FE-1201X-W-— White Pan- 


el without hardware. 


No. FE-1201X-B— Black Panel 
without hardware. 


Per dozen. $27.00 Each. $2.70 


No. FE-1203-W- White Plant- 


er Panel. 


No. FE-1203-B 


Panel. 


Black Planter 


Fach $3.75 


GARRISON- WAGNER COMPANY 


2018 WASHINGTON AVE. 


LOUIS 3, MISSOURI 
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Designed to SELL 


By JIM KILEY 


was driving along the highway the other 

day and noticed a large sign outside a 

sign shop reading “Wouldnt it be a 
funny world without signs’; I mentally 
added DISPLAY. I have mentioned before, 
that I often wonder if top management 
really knows and appreciates the power of 
good display and what it accomplishes in 
retail relative to the sale of mer- 
chandise. 

Ten years ago, while working in 
Roebuck’s Eastern zone store planning de- 
partment at Philadelphia I conducted a 
series of tests. We had the division man- 
agers in the retail store check the sales of 
various merchandise displayed on the end 
counters, signed and priced without any at- 
tempt to install special display treatments. 

A careful record of the sales was kept 
and then, the second week, the same items 
featured enhanced with attractive 
seasonal decorations, etc. At the end of the 
week we had some very gratifying facts and 
figures to prove a material increase in sales. 


stores 


Sears 


were 


It should be a good idea for any display 
manager to conduct such tests at the im- 
portant point-of-sale so he will be able to 
come up with and figures to 
present to management, when requesting a 
needed budget budget 
cut is predicted. In any event, it will arouse 
the interest of the department managers 
along with that of the buyers and clerks. 

[ recently completed a brochure for Pan 
American World Airways, Ine., of 2819 
Bridge Plaza, N. Long Island City, N. Y., 
that features specially designed window dis- 
plays for luggage, “going places” or travel 
trims and they will be offered free to all 
stores. Many full color beautifully designed 
posters are available and they make 
attractive props in vacation theme window 
and store interior trims. 


some facts 


increase or when a 


also 


Pan American hired the top artists and de- 
signers in the business to design these post- 
ers and they can also be obtained for free; 
just your letterhead when re- 
questing a supply. 


use store's 

(A) This shows another luggage or va- 
cation wear window trim and the receeding 
airplanes will tell travel story at a glance. 

They will visually add depth to your win- 
dow and the jets can be cut out of heavy 
card or wallboard painted in realistic colors 
and then suspended from the ceiling grille on 
thin black wire. It should be possible to 
install a small hidden fan so the breeze will 
cause the planes to move a little on the 
lengths of wire. The window background 
can be sky blue seamless paper with white 
clouds painted on. 

Attractive show cards important in 
all windows and, in this case, your artist 
can produce one featuring an old time sail- 
ing ship that will stand out in sharp con- 
trast with the modern jets. 

(B) An effective bathing suit or beach 
wear display can be installed at a minimum 


are 
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cost; cement a couple of large sheets of gold 
metallic foil card onto %-inch plywood and 
then saw out the design for the sun. The 
face with its winking eye can be painted on 
in royal blue. 

The completed cutout can then be sus- 
pended from the ceiling grille and it will, 
along with a few mannequins dressed in 
the latest bathing suits, attract maximum at- 
tention. The window lights will reflect on 
the metallic surface of the: card and a tew 
star fish and brightly colored pebbles will 
complete the trim. 

(C) Another low window display 
that is definitely in the “prestige” category. 
The three-fold screen can be sheets of hard 
board or plywood painted in carefully se- 
lected colors designed to enhance the gown 
on the mannequin. A good example would 
be to paint the panel in back of the black 
gown a pure white with the man’s face in 
gold also with a black background. 


COST 


Many 
other effective color schemes can be worked 
out for this novel trim along with card copy 
to tie in. 


Trippe Changes 
Welcome Light 


Innovations, refinements and lowered prices 
for its entire line of revolving, four-color 
beacons—the Welcome Light—have been an- 
nounced by the Trippe Manufacturing Co., 
133 N. Jefferson st., Chicago 6. The Welcome 
Light has undergone a major _ functional 
change: it now incorporates a_ translucent, 
fluted light cylinder that holds each of its 
four lenses (red, amber, green and blue) in 
a side of its own color. Thus, it provides 
brilliant, iridescent rays that are completely 
unobstructed, and each enhanced to its maxi- 
mum attractiveness. 

The top four models in the line now come 
with gold-anodized aluminum finish, and the 
hfth in a handsome beige steel—further re- 
fnements of Trippe’s former 
products. 

Trippe’s Welcome Light is available for 
hanging, standing or can be wall mounted. 
The light has already found extensive usage 
in show windows and in countless other 
recreational and commercial establishments. 


eye-catching 


Sales Promotion Firm 
Combines Talents of Three 

David Sage has joined with Nat Bukar 
and Kurt Larisch of Presentation Designers 
to form Sage, Bukar & Larisch Sales Pro- 
motion Organization, Inc. Occupying a floor 
at 10 East 49th street, New York City, the 
company includes as a division the firm of 
Presentation Designers, well known in visual 
selling. Numbering more than two dozen 
advertising media among its clients, Sage, 
Bukar & Larisch offers consultant, creative 
and production services. The company 
cializes in sales presentations, retail 
motions, display, and direct mail. 


spe- 
pro- 
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TV's Charlie Weaver 
Modeled in Plastic 


Shutt hopes to get order for 15-foot likeness for Charlie's 
Civil War museum . . . Firm also creates other display 


figures from colloid-treated fabrics 


five-foot bigger-than-life model of 
televisions (Charlie Weaver was 


molded out of plastic, wood and cot- 





™ ton by a Strasburg, Pa., display studio. 
{ me yt The model, which stands on the lawn of 
 . 2 the Shutt Advertising Displays Co., 1s com- 
Transparent Oak : * : plete with glasses, baggy pants, askew neck- 
tie and crushed hat that have become the 


| 4 | ‘ade mark of Charlie Weaver (Cliff Ar- 
and Transparent i trade mat ‘boas tee ee . r 


quette) of the . show and his 





* : , own show. 
Oak Leaf Ropings * 7 ; \% The Strasburg “Charlie” was produced by 
Fe, a. \ Rodman and Lane Shutt, operators of the 
in many colors for the | a —-— firm, in their workshop. Construction took 
Display Supply houses i alt ’ two weeks. 


Get our Free Samples with Prices “If Arquette likes it,” Rodman Shutt said, 
“we hope to reproduce the smaller Charlie 


, FLORIDA LEAF & FERN CO. ee ; into a 15-foot-high likeness to stand adjacent 
& 


T. S. Rumbley Sanford, Florida Re to his Civil War Museum as a sign. 





“I’ve never met Mr. Arquette,” he said, 


p y v . a “so I worked from a picture and trom his 
OL ETH LENE , Na appearances on TV. 


Here’s how the model was made: First a 


IMPORTED and DOMESTIC “ —— wooden frame was built. Then, they padded 
FLOWERS _— FERNS _ FRUITS ; i J 2. the trame with cotton hatting to fill out the 


| , form. When this was done, they took one ot 
GARLANDS = FOLIAGE ty ™" at ee the colloid-treated fabrics available commer- 
PLUS ne | | a cially, soaked it in a special softening solu- 


. ia <™ tion, and applied it to the cotton. 
Complete Selection mes cathe Wp « EET! “The next step,’ Rodman Shutt said, “was 


of other display items Se — sculpting the face, the clothing and the 
TITAN ASSOCIATES (Mfrs. Reps.) 


150 West 34th St., N. Y. C., PE 6-7647 











ENHANCE YOUR DISPLAYS 
with FEATHERS 


BUY DIRECT FROM TOP MFR.!!! 


“OSTRICH & MARABOU 


By the Yard Various Qualities 
All colors, any length .. . Also 


OSTRICH FEATHERS —At right, he adjusts figure in 10-foot 


— FAST DELIVERY — Mother Goose shoe made by the same 


method— 
LADZIN NOVELTY CO. Inc. 
| 30 W. 36th St. N. Y. (18), OX 5-3087 





—Above, Rodman Shutts puts finishing 

touches on plastic model of Charlie 

Weaver, the TV character portrayed by 
Clif Arquette— 

















—At top, opposite page, he works on 
Ww N DOW D | SPL A Y the 15-foot model of an Amishman to be 
used as a roadside tourist attraction— 
State Approved Certificate Course, Day or Eve. Appr. 
for Vets and Foreign students. The only thorough 


professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 
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hands. The plastic becomes malleable after 
it has been dampened, and the features were 
formed exactly the same way a sculptor 
would do it. 

“When this was finished and thoroughly 
dry, we applied a good grade of outside 
paint and set him outside,’ Rodman Shutt 
said. 

“Charlie” isn’t the only display piece un- 
der construction at the studio, which set up 
shop last November. Right now, the Shutts 
are building a 15-foot Amishman for a road- 
side tourist attraction display, and have 
almost completed a 10-foot Mother Goose 
shoe tor another retailing client. 

What's the cost of a 15-foot high Amish 
man? 

Rodman Shutt says it depends entirely on 
how much detail the customer wants in the 
hands, face and clothing. 

“The Amishman we are building right 
now,” he said, “will cost about $1,200 by the 
time we've put a broad brimmed hat on 
him.” 


Outdoor Displays Shown 
In New Midland Catalogue 

Practically every business can use _ the 
outdoor displays shown in new catalogue 
M-60 just issued by Midland Plastics Co., 
3022 Winthrop avenue, Indianapolis 5, Ind. 
Known as the Weathermaster line, it 1n- 
cludes a wide variety ot flag pennants, post 
ers, letter-banners, pole displays, propellor 
spinners, new 50-star American flags and 
bunting, windshield banners, and nautical 
flags. Special displays are shown tor grand 
openings, open houses, anniversaries, holi- 
days and other sales events. Most of the 
displays are made of heavy-duty plastic or 
cloth for all-weather outdoor use. Both 
stock and custom-made designs are availa- 
ble. Midland displays are sold through 
specialty salesmen, display and sign shops, 
etc. 


Another Promotion 


For Dubuisson 

John W. Dubuisson, has been elevated to 
executive vice-president and general mer- 
chandise manager of Cain-Sloan Co., Nash- 
ville, Tenn. Since joining the store in 1921, 
he has also served as display manager, sales 
promotion manager and director of store plan- 
ning. 
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refreshing new displays .. . 


VICRTEX V.E.F. FABRICS 


— PLUS YOUR IMAGINATION c] 


Vicrtex’ glowing colors and deep-sculptured patterns create moods of 
warmth, luxury, excitement to flatter and complement merchandise displays 














Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 
others will stir your imagination to new heights 

Practically indestructible. VICRTEX V.E.F.* fabrics won't chip, crack, peel or 
tade stain, soil and flame resistant wipe clean with a damp cloth 

Reusable; will last for years. 


Write today for swatches, prices, descriptive literature. Vinyl 


L.E. CARPENTER & COMPANY slectronially 


fused 
356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 
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( @ a HOTEL 
ew NEW YORKE 


34TH STREET AT EIGHTH AVENUE 
LOngacre 3-1000 





@ 2500 rooms with T.V., radio, circulating 
ice water. 


@ THREE FAMOUS RESTAURANTS— 
Lamp Post Corner - 
Golden Thread Cafe +« Coffee House 
@ Close to air terminals, railroad 
terminals, transatlantic piers. 
@ Adjacent to world’s largest shopping 
area. (Macy’s, Gimbels, etc.) 


@ Short walk to Times Square and 
all theatres. 


AIR CONDITIONED «| >t —— 
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> WHAT'S NEW? 
a The Rotobeam* 


and ESCOLITES have it... 





and more and more fine stores have 
ESCOLITES ... stores who want 
only the best in display lighting. 


WHY ? 


ESCOLITES do more things easier 
and better and safer — and comp- 
trollers love the price. 











May we extend an invitation to 
lighting achievement? ESCOLITES 
will be shown and distributed MAR- 
KET WEEK by ARTS & FLOWERS, 
Room 330. 


*Patent pending. 


ESCO LIGHTING CO., INC. 
28 Raliroad Avenue 


PE 5-5475 











AUTHENTIC FROM 


Aawate 
POLYNESIAN 


TAPA DESIGN : 


= PAPER: 
ROLLS e SHEETS > 








HONOLULU, HAWAII 
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AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


IMPROVE YOUR DISPLAYS! 


Use Glowing Fluorescent Colors 
with STROBLITE BLACKLIGHT LAMPS 


Write for illustrated brochure 


Stroblite Co. vent. w. 75 w. 45th St., N.Y.C., #6 


( DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex- 

panded Puffing Foil, R P Unexpanded Foil, 

R P Non-Expandable Foil, R P Base Metal 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 
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Merahn New Chairman 
Of Sales Promotion Division 
Harold te 


promotion manager, B. 


Merahn, vice-president and sales 
Gertz, Inc., Jamaica, 
N. Y., has been elected chairman of the sales 
division of the National Retail 
Merchants Association. The division provides 
and leadership in promotion 
activities to 11,500 NRMA 
ment, chain and specialty 

Mr. Merahn Arthur H. Truttt, 
sales promotion manager of M. O'Neil & 
i @.. Akron, Ohio Mr. Truitt has been elected 
chairman of the committee of the 
NRMA division 

(other 
convention of the sales promotion division at 
William 
Spoor, publicity director, Loveman, Joseph & 
lirst 


promotion 


sales 


member depart 


guidance 


stores. 


succeeds 


executive 


othcers elected during the annua! 


the Paradise Inn. Phoenix, are: ©. 
vice-chairman : 


Wolf & 


sec mad 


Loeb. Birmingham, Ala.., 
( hestet M 


Dessauer,. 


Leopold, vice-president, 
kort Wayne, Ind., 
and Joseph Purcell, sales promotion 
Dick and Walker, Wilkes- 
secretary-treasurer. 
elected to three years 
Dubow, vice-president, The km- 
Paul, Minn. ; Ellis, 


vice president, store Montge miery 


vice- 
chairman ; 
director, kawler, 
Barre, Pa., 
Directors serve for 
are: Lee M 
porium, St. Kvan Leslie 
promotion, 
Sarasota, Fla.; E. 
vice-president in charge of sales pro- 
Stern New York, N. Y.:; 
Joseph H. Liebman, senior vice-president for 
sales Newark, N. 
J.; B. Allen Mays, advertising director, The 
Hecht Co., Washington, D. C.; and 
Wilinsky, promotion director, 
ilene’s Sons Co.. Boston. Mass. 


Roberts. Laurence Good- 
hall, 
motion, srothers., 


promotion, Bamberger’s, 
Harriet 


Wm. 


sales 


Harry Weinberger Retires, 
Sons Take Over Met-Wood 

Harry ]. 
Met-Wood Floral Mfgs. Inc., Trenton, N. J., 


has recently retired and 1s now living with his 


Weinberger, former president ot 


wife in Miami, Fla. Bernard Weinberger and 
Cuilbert both have 
elected president and secretary-treasurer, re- 


Weinberger, sons, been 
spectively. The firm has recently expanded its 
manufacturing facilities for 
the production of additional vacuum-formed 
display decoratives and novelties. Also, in the 
advanced planning stage, is a quality line of 
display fixtures, both plastic and metal, to be 
merchandised through display jobbers, ac- 
cording to an announcement by Gilbert Wein- 
berger. Met-Wood’s new fall catalog of 
vacuum-formed plastics, artificial foliage and 
display props, is now available. Their com- 
plete line will be shown at the NADI Christ- 
Market Week. 


vacuum-forming 


lds 


New Adhesive Marketed 
By Trix-Tix 

A new type of adhesive, “99” Cement’ that 
forms a permanent bond of superior strength 
with just one coat, and dries flat, has just been 
placed on the market by Tri-Tix, Inc., well 
known glue manufacturing firm in Port Wash- 
ington, Wisc. Recommended for glueing paper, 
cloth, leather, felt, ribbon and other fabrics, 
“QQ” Cement does not soak through any mate- 
rial and dries flexible. While it has some of 
the qualities of rubber cement, it contains no 
rubber, and does not need two coats for a 
permanent bond. A free sample of “99” Cement 


| can be obtained upon request from the firm. 


Australian Tobacco Displayman 
On European Trip 

Allan H. Bollenhagen, advertising and dis- 
play manager of Lawrences Ltd., of Adelaide, 
South Australia, is on a four months tour ot 
England and the Continent to study the latest 
ideas and trends in advertising and display. 
He will also be visiting various cigar manu- 


— Allan H. Bollenhagen — 


facturing companies in Holland and Denmark 
and pipe manufacturers in England, Italy and 
France. 

Mr. Bollenhagen, who has spent more than 
33 years in the Tobacco trade with his com- 
pany, is regarded as the finest tobacco dis- 
playman in Australia, and his work has won 
many awards both in Australia and 
where. 


else- 
He was the first Australian to graduate 
with a diploma from the Koester School of 
Display, Chicago, in 1957, a course he under- 
took during his extensive tour of Canada and 
the U. S., studying trends in his field as he 
is NOW doing in europe. 


New High Thrust Bearing 
Offered On Bristol Motors 

A new bearing capable of withstanding high 
thrusts, 1s 
all timing 


available as an alternate on 
made by Bristol Motors, 
a division of the Vocaline Co., of America. 
This utilizes a %4-inch externally 
threaded output bearing. When the motor is 
mounted using this bearing it is capable of 
withstanding much higher thrusts on its shaft 
than in the case of the normal construction. 
(,uaranteed thrust capability in any direction 
is 3 pounds for optimum life. Actually, thrusts 
in excess of 5 pounds can be handled without 
distortion or damage to the motor. Complete 
information can be obtained by writing di- 
rectly to the firm at Old Saybrook, Conn. 


NOW 
motors 


bearing 
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New/ 


» FULL COLOR € 


1960 Christmas Catalog 


BE SURE TO GET YOUR 
COPY. SHOWING EVERY 
ITEM IN BEAUTIFUL 
NATURAL COLOR 


SY y, 
4 


to stop in, rest awhile, talk with the boys and leisurely 
view our strikingly different Reytrim designs for Fall, 
Christmas and the Holidays. 

We think we can be justly proud of our Reytrim line 
and feel certain you'll agree our corrugated designs 
are most outstanding. 


JUNE 
iv" TO 2a 
NEW YORK TRADE SHOW BLDG. 


500 - 8th AVENUE, NEW YORK, N. Y. 
ROOM 401 


THE REYBURN MANUFACTURING CO., INC., ROYERSFORD, PA. 











DECORATIVE CREATION Open door to an exciting 
ART FLOWER CO., INC. Y J M A S S 7 e W 
| ON | only at | 


on ee ey a 


Fully air conditioned new Duplex Showrooms 
Open Sunday 


Refreshments — Limousine Service to and from 
Trade Show Building 


~ 
\ 
\ 


DECORATIVE CREATION 


ART FLOWER CO., INC. 





You are cordially invited to— 
Visit ROOM 544 AT THE N.A.D.1. MARKET WEEK, JUNE 19-23 IN NEW YORK 


SEE Animated and unusual displays from PLAN Attraction-compelling displays for Fall, HEAR Sound displays that fascinate 
5 nations and our own factories. Christmas and SPECIAL EVENTSs. and sell merchandise. 


J. P. DENTON CO. Importers and Manufacturers 104 Lincoln St., Boston, Mass. 




















— PLAN NOW TO ATTEND ... CHRISTMAS MARKET WEEK, JUNE 19-23 AT NEW YORK CITY — 
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For Mannequin 


WIGS 


No Measurements Necessary! 











PURITAN 


Wigs made 1960 WIG 
for your speciai BROCHURE 
DISPLAY NEEDS JUST OUT 








Mannequin Repairs . . . Rentals 


RECONDITIONED || Featuring the Brand Name 
MANNEQUINS 


LADIES .. . CHILDREN'S . . . MEN in many cases, carries as much weight brand name 


Hundreds to choose from... COMPLETELY as the merchandise itself. Some brands. The rear panel in the Puritan window con- 


REFINISHED ... LOOK ABSOLUTELY ete ane 
NEW! A terrific money saver! ia 





N men’s wear displays, the brand name, are three simulated drops also stressing the 


‘alm Beach and Puritan, have de sisted of an eight-toot-square piece of wall- 
veloped, over the years, images that earn the hoard painted blue-gray. To it was attached 
Write for catalog customer's reliance. Wise displaymen take a cut-out figure painted in poster colors and 








advantage ot this taithtulness by using these mounted two inches trom the background. A 


ERZBERCG- ROBBINS, | | | accepted brand names prominently. Lew real tennis net and park bench contributed 
) Wa Simper, display manager of Gilbert's, South further to the realistic setting. At front 

Be W. 230th Street, New York 1, N.. 2 send, Ind., follows this practice consistently center is the brand name in white-on-black 
PEnn 6-35865 wank me, ; lwo ot his displays are shown here. reverse lettering for maximum attention atop 


The Palm Beach display centers about the the showcard. 





back prop consisting of a grouping ot blue, 


Halcrow Heads Display 
This beautiful wood strips in black and white. To this As Kinggard Moves Up 


black ebony com- 


gray and silver diamonds divided by '%-inch 


aiesehs andiaull panel of diamond-shapes is attached a Palm Robert Halcrow 1s now display manager of 
turntable seach plaque supplied by the manutacturer.  Richard’s Miami, Fla., since Warren King- 
newest It is . es . ; ; ° ‘ . 

with 7%” bakelite top Suspended in front ot the merchandise—but gard, display manager for the past several 
ss quiet and efficient not hiding it—are plastic bubbles mounted years, Was promoted to assistant to Charles 
‘ ry a > b e . . 

load. Ha aa h sagr on white cut-out wallboard. Atop the bub- Goble, store superintendent. Mr. Halcrow 
oar ave « ‘ r “ri? 

ber proposition bles are the words, “wash n wear’ in red, was display manager of the Gertz, Hicksville, 
Both turntables are sturdils white and blue. Attached to the back prop L. LL, N. Y¥., unit before coming to Richards. 
constructed. Have %,” steel No. 10018 $8.00 
spindles riding on ball bearings. Standard models are 
*\ RPM clockwise direction. Motor and 8° cord UL ap- 
proved. Special speeds and direction upen request 


T his turnta 
ble, desimned 
lor the dis- 
play manu 
facturer is our old 
work horse ot which 


there are many thou 





ands im use it has 
been a favorite with 


national advertisers 
Ihe 9% ‘ lop 8 of prest- Only $3.80 
wood and the chassis is in 1M Quantities 


open. Display people prefer 
this type to build inte displays. Attractive prices in quantities 


The Birk Mfg. Co., Niantic 12, Conn. 


PRICE CARD HOLDERS a) 


Price Ticket Kits and 
Show Cards L 
Counter Cash Alarm Tills D 


Window Trimmers Tool 





4 / 


Self Stringing Tag Needles 
Write for Illustrated Price List 


RUDOLF ORTHWINE CORP. 
416 West 33rd St., New York 1, N. Y. 
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GRC Develops Low-Cost 
Mechanical Differentials 


Inexpensive mechanical differentials, useful 
for adding and subtracting shaft movements, 


reversing shaft rotation, as variable speed | 


changers, or as a clutch or brake have been 
developed by Gries Reproducer Corp. The 
units are intended to sell for less than ten 
cents each. This low cost is made possible 
by die casting zinc alloy gears and housings 
by GRC’s exclusive highspeed, fully auto- 
matic technique. This process makes it pos- 
sible to produce economically complex gears 
and pinions as one-piece integral units with 
intricate external details. 

The differentials are expected to find wide 
use in animated displays and similar applica- 
tions where transmission problems with light- 
load gearing are involved. Designed for com- 
mercial products where high precision 1s not 
a primary requisite, these units can often be 
substituted for complicated gear trains. For 
further information, write to Gries Reproducer 
Corp., 400 Beechwood avenue, New Rochelle, 


New York. 


New Bristol Motors 
Feature Brake, Clutch Action 


Reversible timing motors incorporating 
automatic braking and clutching actions are 
now available from Bristol Motors, a division 
of the Vocaline Co., of America. These 
actions are made possible by causing the 
motor to shift axially when the motor coils 
are energized. 

The shaft action in these Bristol reversible 
motors can be modified to provide a free shaft 
when the motor is de-energized. This modi- 
fication is primarily recommended for timing 
or for other applications where the motor 1s 
required to have a positive drive when ener- 
gized, and no drag on the output shaft when 
de-energized. Complete details can be obtained 


by writing to Bristol Motors, Division of | 
Vocaline Company of America, Old Saybrook, | 


(Connecticut. 


Louis Vilimas Recovering 
From Heart Attack 

Louis Vilimas, display director for H. & S. 
Pogue Co., Cincinnati, is in Good Samaritan 
Hospital, Cincinnati, recovering from a heart 
attack suffered at his home early in April 
but undiscovered until several weeks later. 
He is expected to be back to work by the 
middle of June, but will probably not attend 
Market Week as he had intended 
Lachaud Joins 
William L. Baer 


John P. Lachaud, well known in the display 
industry, is now afthliated with the William L. 
Baer Co., Inc., Fort Lee, N. J., in an execu- 
tive and selling capacity. 








Heavy Wall Chrome 
or Brass Rods, 1” & 1%" O.D. 





Shelf 
Support 





—_——— a j 





Adjustable Stock Lengths 12 ft. 


Pole 
Socket Three Step 
Adjustable 


Adjustable Flange 
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End Post 
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Adjustable 
Keyhole 
Standard 
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Flange ® Many other fittings 
available 


® Large stocks for immediate 
shipment 


® Low prices! ... 
eWe also make to order 


S. PARKER HARDWARE MFG. CORP. 


Qua ty PF " 


27 LUDLOW STREET © Phone WAlker 5-6300 © NEW YORK 2,N. ¥ 














SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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See the BIG SHOW 


in our 


THREE SHOWROOM FLOORS 


See Every Thing New in 


* Brass * Wood ~x Plastic * Wrought Iron 
*% Functional & Merchandising Displayers 


and the new 1960 fashion models in 


ymphette Mannequins 


You must come and see this 
complete show during 


MARKET WEEK 
JUNE 19-23 


"Where Display Friends Meet’ 
39 WEST 37TH STREET, NEW YORK 18 
Between Fifth and Sixth Avenue 














ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 
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availabe ations 


Many *¥ 


% Compare price 
*% Look for Underwriters label 
% Demand dependabie Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


Buchana 
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YOUR ONE ES 
y BEST SOURCE = 
/’ FOR FEATHERS = 


Ostrich Plumes 


English Ring Neck 
Pheasant Tails 
( Bor Tail Pheasant Tails 


Lady Amherst Pheasant == 
Tails ; 


Silver Zebra Pheasant 
Tails 


Peacock Tails 


\ 
\ | 
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Feathers for Every Purpose * 


HARRY BERKOFF 


400 8th Avenue 








MOST VERSATILE TABLE SETS 


ck $10.95 Brass $14.95 
Heights 6°, 9°, 12" 
Size of tops I2xi2xi2xlé6 














C. QUENSELL 


909 S. E. 15th CF. Deerfield Beach, Fia. 
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THE WINDOW BACKGROUND 


[C ontinued page 60] 


mock 


rom 


ground setting tor win 
the 
panel, because otf its 


should be 


attached 


setting up a 
gow 1n 
This 


nature, 


shop 
semi-permanent 
The 


small 


structed carefully. 


with 


COT) 
VA all board 1s 


ithe 


firmly 
ot 2 by 2 
every two teet 1s 
stability. Do not 


hard wood TO! the 


lumber 
LO! 


nails to a trame inch 


li 
Bracing recommended 


greater substitute plywood 


or any wallboard, as 1t 
would be difhcult to remove the staples trom 
panel. Wall 
in stock 4-toot by 7 teet, Y inch 
is recommended. When the panel 1s 
pleted, securely to the wall. 

Seamless paper comes in ¥Y-toot lengths by 
36 teet. trom the roll on the 
it conform to the 
Staple the 
Unroll the 
tight, 
paper, 


palit l. 


a hardwood hoard 3/16-inch 


thick sheets 
COT) 
fasten it 


Cut off enough 
to make 
ot your background 


bench saw height 


paper to one 
roll ot seamless, 
to the other 
to the top 
places in 


end of the panel 
pull the paper 
the 

and bottom ot 
the center 


When the 


hou , 


and staple 
end ( wut then staple 
and a tew 


painted scene 1s dry (in about 
the staples. If 


several times it 1s a 


caretully remove 


scene 1s to be used 
good 


edges TO 


idea to place masking tape around the 
This 
complished by removing the scene, 
it and stapling lightly, 
the panel Place the masking 
the edges. Remove trom the 
the scene, mark the top end. can be 
easily carried to the unrolled 
stapled to the window background. 

lt you not an artist and do not have 
an artist in your department, you can still 
have background 
available 
they 


can be ac 
reversing 
towards 
around 
roll up 


prevent tearing 


with scene 
tape 
panel, 
N ow it 
window, and 
are 
scenes in your window 
lovely murals and scenes are 
many display 
not expensive. 
And than col- 
ored seamless papel and scenes painted on 
paper 
Photograph 
striking backgrounds 


from 


manutacturers. and are 


there are materials other 


used on back- 
blowups provide 


seamless which can be 


grounds 


Various types of draperies and curtains can 
Sheer 


hancing to a lingerie window. 


be used. most en- 
Tailored cur- 
tains can be stapled on each side of the back- 
ground. (It is usually 
pairs of curtains, 


nylon curtains are 


two 
each 


necessary to use 


with two panels on 

side.) 
laffeta, 

is inexpensive, 


colors and 
many ways. 
After selecting a suitable color, unroll the 
bolt in the Staple the corner of one 
end to the top of the background. 
four 


which comes in many 


can be used 1n 
window. 
Fold over 
the material in a pleat effect 
the same manner 
until the stapled. Cut the 
material a toot longer than the background, 
and puff and swirl the material at the bot- 
Cover the entire background in this 
manner, or use enough material on each side 
to give a drapery effect. 

Taffeta, or soft material, can be 
stapled across the top of the background, as 
Divide the material in the 
center, pull it to each side, and hold in place 
with a piece of 2” ribbon, from two to four 
feet long, stapling the ends of the ribbon 
four feet up from the floor. Straighten the 
material into soft folds and arrange into an 
elegant drape effect 


inches ot 


and staple. Continue in 


entire piece is 


tom. 


some 


described above. 


Recently, I worked out a technique which 
step further with the 
in the background, to create a three-dimen- 
sional effect, which greatly simplifies the 
prop problem. A scene is painted with per- 
Then actual foliage, 
are stapled directly to the scene (See photo) 
[he gray fountain is painted on light blue 
seamless and brushing in white latex water 
The branches are painted on the back- 
with white 


POCS a use ot scenes 


spective flowers, etc. 


paint. 
grounds. They are decorated 
magnolia blossoms with green leaves, which 
are stapled to the background. Note the per 
spective in the scene which gives an illusion 
of depth. This, 1 with the actual 
foliage stapled to the scene, gives a three 
dimensional effect. A small white wrought 
iron bench, against which the setup is placed, 
is all that is needed to complete the window 
This had an attraction 
which stopped an unusually large number ot 
and the Anne Fogarty 
were out in a short time. Another ex- 
ample of this technique, not the 
attachment of streamers to a picket tence 
and trellis painted the back- 
ground 

It is hoped that I have developed some en- 
for decorating window _ back- 
grounds. But, as a word of caution, do not 
let your enthusiasm run away with you and 
install elaborate decorative effects which 
would tend to draw attention to themselves 
rather than to the merchandise. Just any 
matter how beautiful, will not do. 
The background must always be in harmony 
with the merchandise, coordinated with the 
selling idea of the display, and aimed to 
make the product on display more desirable. 

| am sure that with the ideas presented 1n 
this article, combined with your own ingen- 
uity, your window backgrounds will prove 
to be a most valuable asset in 
window displays, which sekM. 


combines 


a window 


passersby dresses 
sold 
shown, 1s 


on seamless 


thusiasm 


scene, no 


successtul 


Philadelphia Trimmers 
Reorganize Union 

Reorganization of 
union has announced by Jack Warner, 
president of the Philadelphia-based group. 
With 54 initial members, the union, 1s called 
Local 623 of the Upholsterers International 
Union of North America, grantor of the 
charter. The area under its jurisdiction will 
include metropolitan Philadelphia and extend 
north to Trenton, N. J., east to Asbury Park, 
N. J., and south to Baltimore. 


the window § trimmers 


been 


Pycofoam Names 
National Sales Agent 


The appointment of Ruth Brownstein as 
national sales agent for its line of pin-up dis- 
play forms, was announced here 
Pycofoam Corp., a subsidiary of Pyrometer 
of America, Inc. Miss Brownstein, for- 
merly sales manager of Regal Plastics, Inc., 
whose production assets were recently acquired 
by Pycofoam, will maintain headquarters in 
the company’s New York City sales office at 
520 Fifth avenue. 

The pin-up display items, which are molded 
of Dylite expandable polystrene, a product of 
the Plastics Division, Koppers Co., Inc., in- 
clude forms for standard, teen-age and long- 
line bras, girdles, skirts, panties, blouses, 
dresses and bathing suits. 


today by 


La. 


DISPLAY WORLD 





Osterland Reminisces 
As Retirement Nears 

When Edward Osterland started dressing 
windows for Taylor’s (Cleveland), the win- 
dow mannequins were made of wax that 
sometimes melted in the heat of a summer 
day. 

This was discouraging, but there were 
many discouragements in those days. 

If, for instance, too much of the manne- 
quin's form showed from under billowing 
tolds of dress or negligee, someone was sure 
to complain, and Mrs. Sophie Taylor, the 
store’s owner, would order the offending dis- 
play removed forthwith. 

And even if everything was all right—it 
the window display was a work of art— 
there was always the store’s Sunday policy 
to contend with. 

This meant, by Mrs. Taylor's unyielding 
edict, that at 15 minutes before midnight on 
Saturday the window shades were drawn 
and the displays cloaked from public view 
on the Sabbath. 

Ed Osterland survived these and other 
frustrations to become display manager in 
1932. He will retire shortly from that post 
after 54 years’ service with Taylor's. 

The store was located on Public Square 
when Osterland, then 15, gave up his Press 
route in the W. 4lst St.-Trent Ave. area in 
1906 and went to work there as a cash boy. 

The going rate for cash boys in those days 
was $3 a week but Ed got $3.50 because his 
pal, Paul Bartsch, then display chiet, “looked 
out for me.” * 

Pretty soon he became a stock boy, then a 
salesman in the underwear department. 

Eventually, Bartsch got Osterland trans- 
ferred to display, and he’s been there ever 
since. 

His stature in that field is indicated by 
the fact he served 20 years as president of 
the Cleveland Display Club and once was 
vice president of the International Associa- 
tion of Display Men. 

Osterland is president of Taylor's Quarter 
Century Club and is president emeritus of 
the store’s mutual benefit association. 

He, perhaps, is proudest otf all of the 
Defense Bond window he rigged up in World 
War II and from which $4,500,000 worth of 
bonds and stamps were sold. 

Osterland, who lives with his wite, Flor- 
ence, at 1363 Bunts Rd., Lakewood, has no 
special retirement plans. “I’ve seen too many 
men make plans, then keel over,” he said. 
“I’m just going to take things as they come.” 

Reprinted from The Cleveland Press. 


Ancona Joins Potential 
As Consultant, Salesman 


Joseph Ancona has joined Potential Un- 
limited, Inc., 105 Hudson street, New York 
City 13, as display consultant and sales repre- 
sentative. In making this announcement, Lou 
Wallerstein, president, said “We are happy 
indeed that Mr. Ancona has joined our or- 
ganization. His years of experience as an 
artist, designer and sculptor will enable him 
to provide an outstanding service for our 
accounts.” Mr. Ancona was formerly art di- 
rector of J. C. Penney, Inc., display director 
of E. J. Korvette, Inc. and Crawferd Clothes, 
Inc., all of New York City. 
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DISPLAY LIGHTING 


HUW 


CEE The wonderful world of color glass 


from the far reaches of the earth made into 
color filters before your eves! 


2 The Chameleon Window a complete 


window display changes constantly before vour 
very eyes automatically, 


CPE The Stupendous new designs North. 


craft Display Lights redesigned for store inter- 
iors as well as windows. 


CEE The Treasure Chest be a lucky 


winner of one of the many fabulous prizes 
to be given out. 


CEE The U. S. 5100.00 Bond to be given 


on last day of Show to the Winner of “Name 
that Color” Contest. 


CEE Five Lighting consultants and designers 


working and playing in their natural habitat 
around the drawing boards answering your 
questions and solving your lighting problems. 


ADMISSION FREE 


New York Trade Show Building 


Rooms 420-421 e@ June 19-23, 1960 


- 


Altima... 
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Be sure to see this great collection of 


CHRISTMAS DECORATIONS 


it is our firm belief that we have created for Christmas 1960 the most 
complete line of beautiful and exclusive display decoratives that you 
will find anywhere. It is well worth your inspection. Be sure to 
visit us during... 


Christmas Market Week 


June 19-23 
Room 443 N. Y. Trade Show Building 


(Sigscay or see our representative in your territory 


eats) GENERAL DISPLAY CORP. 
SEY 


Mfrs. of Artificial Flowers, Foliage & Decoratives 





25 Opera Place Cincinnati 2, Ohio -—————"_ 
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Dewris-lf 


—Night view of the new Dorris-Heyman, as decorated for 
the Christmas season, shortly following its November open- 


anon <ymon 


ing ... Main entrance is at the left, with another entrance 


By PAUL NEES 
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Flowers Lend Color 
To New Dorris-Heyman 


from the customer parking lot in the rear— 


Artificial flowers and foliage lend homey 

touch to furniture displays as well as 

create the excitement of outdoor living 

associated with the Southwest .. . 

Outdoor showroom of patio furniture is 
open year-around 





4b 


—(Top, left) Entrance to Casa Decor, interior decorating department. 
Plants and flowers shown are the artificial ones which the store sells. 
The work and display rooms beyond have the benefit of north light— 


—(Top, right) This bath shop is a unique feature of the store. At the 

rear center of the photo is the glassed sun room and conservatory. 

The lavatory to left of it has an important inlaid bowl, gold plated 

fixtures and lovely accessories. The border and soffit are gold wallpaper 

with black fleur-de-lis figure. Base of the fixture shown is gold, and 
shelf uprights ore burnished bross— 
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—(Bottom, left) The Arizona sun here casts deep shadows over the 

Outdoor Terrace, which has 7,000 square feet of display space. Func- 

tional groupings, patios with colored Fiber-glas roofs, redwood fencing, 

and landscaping with artificial plants all play a part in making this a 
unique part of the store— 


—(Bottom, right) This stairway is a striking feature of the store. It is 
painted green, while the elevator shaft beyond and the wall of the 
garden beneath it are red brick. Plants, including the tall palm trees, 
are the artificial ones which the store sells. The cut flower section. 
beyond wrought iron columns at left, is a mass of colorful blooms— 
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play an important part in display in the 
new home of Dorris-Heyman furniture 
company, Phoenix, Ariz. 

An architectural feature of the two-story, 
60,000 square foot building is a centrally 
located grand stairway. At its base is a 
flower department filled with natural looking 
cut flowers and plants, including orange 
trees and palm trees as much as 15 feet in 
height. 


IFELIKE artificial plants and flowers 


The artificial plants and cut flowers are 
also used extensively throughout the store 
to add to the appearance of displays and 
give them a homey, functional touch. 

Che Dorris-Heyman building was designe« 
by Ralph Haver & Associates and Weaver 
& Drover, Phoenix architects. It is of steel 
and concrete construction, with exterior of 
red brick veneer with mosaic aggregate 
panels. 

Along the glassed street side the upper 
floor extends out beyond the lower one, to 
make a covered portal of the sidewalk. At 
the main entrance end the portal covers a 
two-lane driveway to the 150-car parking 
lot in the rear. 

Paneled entrance doors, painted beige and 
gold, offer a preview of the color scheme 
inside, where walls and ceilings are beige, 
with highlights of gold in fixtures and trim. 

Inside the entrance is a_ semicircle of 
polished terrazzo floor. At its perimeter 
begins carpeting that covers the entire floor, 
except the skylight shop by the stairway. 

Above is a semicircular canopy, edged 
with tassels of golden cord, with a gold and 
black chandelier in the center. 

Except for the flower shop and a lamp 
and accessories department, the entire lower 
floor is given over to furniture. Early 
American, French Provincial, Danish mod- 
ern, and each other type or period has its 
own display area. 

These divisions, and room settings, are ef- 
tected by fabric or portable wall dividers. 
Displays are almost wholly functional in 
nature, with furniture and accessories groups 
suggesting arrangements for the home. The 
artificial flowers are helpful in making the 
groupings appear homelike. 

There are no display windows, as such. 
The open-back windows are an integral part 
of the selling floor, though the room-like 
displays which they feature are partially sep- 
arated trom the rest of the floor by portable 
dividers. These leave enough open space to 
put the rest of the store on display along 
with the close-ups. 

The steel stairway is one of the first fea- 
tures to catch the eye upon entering the 
store. It is painted green and has a stained 
wood handrail. Around the well on the sec- 
ond floor is a matching steel grating, and 
above is a plastic sky light. 

Rising beside the stairway is a contrasting 
red brick shaft for the self-service elevator. 
Under the stairs is a walled garden. In it 
flows a three-level fountain, and around it 
is a flagstone terrace, with wrought iron 
tables and planters. 

The garden is filled with artificial plants, 
bird figures and shells. The store sells all 
these items, even to the tall simulated palm 
trees beside the elevator shaft. 

A cut flower section, separated from the 


[Please turn to page 105] 
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SS WMlaqutie=z. 
3 “SIGNPRESS' 


SHOW CARD AND POSTER MACHINE 


ze Featae? ! SPEED.---SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


MODEL WwW "7 — 


With new “Magnetic” type 
leck up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
errengement. 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 7 “ 5: bo, 


low cost. 


iGe oR 
SPRRRALET <I 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


MODEL M-1422 — 14 x 22 — Patents applied for 
MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX F-144, ADRIAN, MICH. 











1K Light .» BUT DRIVES %” CROWN 


STAPLES IN 4 LENGTHS FROM %c” TO %” 





HANSEN |T-6 TACKER 


* Weight only 1% pounds 
% 4 Staple Lengths 


USES %" CROWN STAPLE! 


Thisnew HANSEN TACKER 
drives a %” crown staple, 
which gives good hol 
power on displays, fabrics _ 
many other applications. Fea- 
tures include quick opening 
front, flush jaw for close N 
quarters; drives %", 4", %" N 
. and 3%” long staples. 





WRITE TODAY for further details. 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Avenue, Chicago 40, Illinois 
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Here ...and There 


—An unusual institutional back-to-school window was that of 
Globman's, Martinsville, Va., created by Tommy Spoon, dis- 
play manager . . . Figures of cheerleaders attired in their 
school colors and letters of every high school in the city 
and county seemed to burst through the yellow seamless 
paper to exclaim, "We're Cheering for Globman’'s back-to- 
school fashions!"" . . . The copy was in red . . . Much favor- 
able comment was received, Mr. Spoon reports— 


—A local auto dealer provided the Austin Healey Sprite around 
which R. C. Houghton, display director of E. J. Korvette, Inc. 
Hartford, Conn., wove this attractive, timely and inexpensive 
traffic-stopping back-to-college interior display . . . Location was 
the new second floor College Shop . . . Six mannequins in appro- 
priate campus outfits were arranged in conversation around the 
car with groups of luggage . . . Notice columns fitted with shelves 
at top and covered with simulated brick at bottom . . . College gir! 
cutouts of hardboard were placed spectator-fashion on the ledges 
around the wall— 


—''Sterling Lindner equips The Student Body for the Great Return,” an- 

nounced the back-to-school series at the Cleveland store, where display is 

managed by Peter Shyne . . . Colonial antiques were coordinated with 

American tobacco colors — favorites last fall . . . The unusual approach 

resulted not only in increased sale of merchandise but also in the sale of 
many of the antique display properties— 


—Everett Quintrell, display manager of Elder & 
Johnston's, Dayton, Ohio, went poetic in his pre- 
school displays with the theme, ‘Back-to-Books With 
Grade ‘A’ Looks.” . . . Background was seamless 
paper with the cutout suggestion of a _ school 
attached thereto . .. Three boy and three girl man- 
nequins modeled appropriate apparel ... The 75 on 
the diamond at far right referred to the store's 75th 
anniversary celebrated last year, with this symbol 
carrying through in every window— 
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FLOWERS LEND COLOR TO 
NEW DORRIS-HEYMAN 


[Continued from page 102] 


garden by wrought iron panels, provides a 
mass of color and offers lifelike blooms of 
every popular type. Elsewhere in the store, 
floral arrangements of these blossoms com- 
plement furniture displays. 

In the nearby lamp and accessories depart- 
ment lamps are displayed on two types of 
fixtures. One is a tiered island, the other a 
table with enclosed stock space beneath 
Pastel sliding doors on the latter give a 
touch of color to the department. 

Perforated board walls provide space for 
display of mirrors and accessories. Many 
better grade lamps and accessories are dis- 
played and sold in the furniture and decorat- 
ing departments, where they are used with 
studied care to highlight displays of fur- 
nishings. 

On the second floor is the carpet depart- 
ment, curtain and drapery department, a 
glamorous bath shop, a unique Outdoor Ter- 
race, with 7,000 square feet of outdoor fur- 
niture, and the Casa Decor interior decora- 
tors. 

In the curtain department, a_ three-tier 
lighted display rack for ready-made curtains 
and drapes is recessed in the rear wall. 
Noticeably absent is counter display. Fabrics 
and custom draperies are sold only trom 
king-size samples, displayed on large hinged 
panels. 

The striking bath shop is a prestige de- 
partment. It features such out-of-the-or- 
dinary items as gold plated bath fixtures, 
fine imported and domestic accessories, and 
superior quality linens and shower curtains. 

The shop has a terrazzo floor, built up at 
the front center to form a tiny rock garden, 
with artificial plants and a giant crab shell. 
In a rear corner 1s a glassed sun room and 
conservatory. 

Sun room walls are brick, those of the 
bath shop pertorated board, except back of 
bath fixtures and shelving, where they are 
painted grass cloth. 

Around the top of the walls is a border 
and soffit of gold wallpaper with small black 
fleur-de-lis design. Bases of the few display 
fixtures are also gold, with burnished brass 
rods supporting the tiered white shelving 
above. 

The outdoor terrace is one of the most 
unusual features of the store, and it is es- 
pecially emblematic of Arizona. Besides its 
carefully arranged functional displays of 
outdoor furniture, five distinctively designed 
Paradise Patios with colorful fiberglas roofs 
are a part of the layout. 

The outdoor setting is given added realism 
by landscaped areas of artificial plants and 
live cactus. The terrace serves as a testing 
ground for outdoor furniture, for its displays 
will remain in place the year round, in all 
kinds of weather. 

The distinctive Casa Decor entrance sign 
beckons to shoppers on all parts of the floor, 
and the department is efficiently and taste- 
fully arranged. 

The handsome new store marks a move of 
Dorris-Heyman from the downtown district, 
where the firm did business on a single cor- 
ner tor the past 51 years. One wonders what 
changes the next half-century will bring? 
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Complete Store Planning Combining the talents of a skilled store 
architect and an experienced display 


fy i of V | C 5 director, are now available to chain, 
department and specialty stores. 


Combinations of 


66 39 
BRASS ew . = 


WOOD POTENTIAL UNLIMITED, INC. 


PLASTICS MANUFACTURERS OF DISTINCTIVE 
CHROME DISPLAY FIXTURES & RACKS 


105 Hudson Street 
for Interi Fixt 
and Window Displays $ WOrth 2-3699 New York 13, N. Y. 











ASTY IMPORT CORP. 
cordially invites you to the opening of our permanent showroom at 
225 Fifth Ave., (Room 615) 
New York City 
There you will see a large selection of decorative materials, artificial fruit and an EXCLUSIVE 


new line of metallic VIN yi Trees imported trom W est Gern on J At v=) some rime Ww + qore 


pleased to announce that we have moved our offices and warehouses t wn building at 


150 Green St., Brooklyn 22, New Yor 


(3 minutes from Queens Midtown Tunnel) 


EVergreen 3-8100 


We look forward to welcoming you at 
Booths 531, 532, 533 during the NADI MARKET WEEK. 


European Office: Tacro, Nuremberg, Germany 
Hesse Strasse 10 











_Announcing gpg ee 
THE NEW ROYAL LINE 


OF PLASTIC MANNEQUINS 
ROYAL MANNEQUIN CORP. 


2436 N. W. 38th St. @ NEwton 5-1246 e Miami 42, Florida 
JOBBERS: We will be glad to supply you with photos and details 
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the unusual in mirrors by PA RALLEL 


Nab 

| . yo 2 

Paramir (A)—dramatic multi-color mirrors 

Parafiex (B)—-silver & colored faceted sheets | 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mesaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 
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lhe best decorations 
for trees, tab/es, doors. 


Over 200 items suit 
for Christmas 


aepartments 


able 
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. Revolving Color 
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THE SOFT SELL FOR HARD GOODS 


[Continued from page 51] 


In another window this designer accepted 
the severe challenge of glamorizing a dryer 
by placing it squarely in the center of a solid 
black window and making it look almost as 
soft as a Persian kitten. A voluminous white 
chiffon curtain that hung from the ceiling 
was caught back with a bunch of pink roses 
and tern, revealing a dramatic view of the 
appliance. Single pink rosebuds were strewn 
the black floor, and were fastened at 
intervals to the black walls and the folds of 
white chiffon, as well as to the inside of the 
pane from the 
wood grill ceiling, accented the deli 


. 
on 


window Lighting, above 
white 
cacy ot the scene. 

\ theatrically majestic window, in subtle 
association with outer space, was startling 
and vigor. 


simplicity, beauty 


in surprise, 


The window was lined entirely with dark red 
seamless paper and was in utter darkness 
except for spot lighting. Near the ceiling 
on the left there was a revolving sphere made 
of mosaic mirrors spotlighted at an angle 
from two adjacent points behind the ceiling’s 
grid, so that the dancing reflections from the 
myriad mirrors caused silvery, elliptical, 
double globules to waltz in stately delibera- 
tion all over the interior of the window. In 
the center of all this the dryer stood like a 
replica of some white memorial—the elab- 
orate steps leading to it being suggested by 
a striking bathmat spread out squarely in 
front of the appliance. The mat was made 
of foot-wide red and white alternating 
squares of fluff. The “red carpet” to the 
entrance (represented by the circular open- 
ing in the center of the appliance) was a 
solid red runner-type bathmat. The “wings” 
of the “memorial” were stacks of fluffy red 





TRADE PERSONALITIES No20) by bic 





VISITROOMS 304-314 | 
DURING NADI SHOW JUNE 19-23 


Send for your free copy of our 
20 page 1960 catalog, and name 
of nearest jobber. 


@ 


GIANT 
12” SCISSORS 


IMPORTED STEEL 

Shorp and Sturdy 
For Cutting 
Paper and 
Fabrics 


Veshit INDUSTRIES, INC 


1823 N. MILWAUKEE AVE., CHICAGO 47, iLL 





$2-99 ea. 


Send check or 


money order to: 


” A&M SALES 


Box 19—712 Rimpauw Station 
Los Angeles 19, California 





DISPLAY TURNTABLES 


@ Heavy Duty @ All Steel 
ALL SIZES—Large or Small 








Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 





<— 
EXHIBIT BOOTHS 


* Flameproofing Spray * Portable Canopies 
¢ Mirrored Balls ¢ Draperies © Spotlights 
*« Crowd Control Equipment 


FILJON, INC. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 











THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, Callferaia 
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LEMGAZELHS 


OWNGR,LUSTRA-CITE INDUSTRIES INC. 
BROOKLYN , NY. 


MIKE HAS BEEN PESIGNING 
FIXTURES FOR 26 YEARS | 
SPECIALIZING IN POINT 
OF SALE prsPLAYS 


Born JUNE Z, '91¢.... 
MARRIED AND HAS 
THREE SMALL DAUGHTERS, 
BARBARA JUDY 
JANE ViCKr= 
DIANE. PATTI 


SPORTS, PHOTOGRAPHY 
*YVORK PLUS WORK~ 
AND HIS * 3° GIRLS 
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or white bath towels on the floor on each 
side. The softening effect of the silvery 
bubbles upon the unyielding qualities of the 
appliance was a triumph of glamorization. 

A bit of chuckling humor was displayed 
in a Christmas window where two drumhead 
soldiers with upraised batons were more 
dramatic than more definitive ones. They 
wore scarlet jackets, white pants with red 
stripes and red high hats. They balanced 
the uncluttered holiday tree in the other 
side of the window. The background was 
white seamless paper, and the floor was 
covered with snow sprinkled with gold. The 
“void” behind the range in the center of the 
window was black paper framed by full gold 
lame curtains which were tied back with 
huge red satin bows. The card was a delicate 
scroll beginning with the opening couplet of 
the new haunting children’s Christmas song: 
“Ta-Ta-Ta-Tum ... Beat the Drum.” White 
spotlights were in the white grid ceiling. 

A window of crashing humor showed a 
lone clothesline stretched all the way across 
the window with a single frozen shirt hang- 
ing from it. A giant reader card near the 
dryer stated in six well chosen words “Gas 
dries clothes easily ... quickly .. . indoors!” 
On the floor at the left stood a basket piled 
high with stiff frozen laundry. Snow covered 
the floor. 

sJecause each window 1s a traffic stopper, 
the effect of this kind of display is that if 
one window fails to bring in the looker, an- 
other one will. Once inside the store, the 
woman’s sensibilities are stirred in a differ- 
ent tempo “getting down to the_ short 
strokes,” to win a sale 

An extra large range is set against a 
framing panel that is papered 1n washable 
blonde fabric on which are printed in col- 
ored script the names of nostalgic spices, 
rosemary, marjoram, thyme. The spices are 
also pictured in color beside thumbnail nota- 
tions of their traditional uses, both separate- 
ly and in combination with others. 

A gliding news tape that few can resist 
announces brightly “It’s Old Stove Round 
Up Time” and follows with other merchan- 
dising information. 

Also visible from just inside the door to 
the show rooms, the upper half of one wall 
was occupied by a sign without words—a 
huge painting of a woman’s long lovely arm 
wearing a violet suede 8-button glove. The 
forefinger of the hand pointed gracefully to 
the familiar award emblem .. . the gold 
star in a round gold field in a white wheel 
edged in gold. 

To the right of the entrance a dais re- 
volves slowly, accompanied by muted music, 
possessed with the universal appeal of the 
carousel. The dais is divided in half by an 
upright blonde panel that is outlined in 
decorations. Centered in front of each face 
ot the panel there is a major appliance spot- 
lighted by ebony bullet fixtures, their necks 
curved symmetrically as though accenting a 
carousel canopy. 

This soft display of hard goods appeals to 
women by manifesting genuine concern for 
the woman, as evidenced in the general tone 
of its reader cards, such as “Give her the 
rarest gift of all... priceless hours of extra 
leisure to spend with her family ... so 
glamorous, so efhcient, so thrilling 
She'll thank you for years to come.” 
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SEE THE BIG SHOW 


Buy from one source the most complete and best selling line in many 


different fields 


LOOK AT EVERYTHING NEW IN... 


POLYETHYLENE FLOWERS: greatest selection of the finest 


flowers and foliages 


ARTIFICIAL FRUIT ARRANGEMENTS: Exclusive Giant Fruit 
Clusters . . . Also smaller sizes, Grapes and Miniature Fruits 

FLAMEPROOF GLITTERTWIST: another FIRST — the Newest 
Metallized Acetate that can't burn. Ideal for your displays 

CHRISTMAS — The most complete and newest designs in 10 
different fields .. . 


Giant Lighted Ovals and Balls; Lighted Christmas Scenes — exclusive 
in U.S.A. Electric Light Sets; Glass Balls, decorated and plain; Tinsel 
Garlands and Christmas Wreaths (Made in our own factory in New 
York to specifications) 


Figurines (Santas, Angels, Candy Fillers, Snowmen, Tie Ons), Giant 
Nativity Scenes, also smaller sizes. 


UNION NOVELTY CO. 


Visit our New and most INCORPORATED 

modern showrooms and our 

eitttitte Gaemn: 940-0. 20 30 W. 23rd St., New York 10, N. Y. 
New York Trade Show Bidg. YUkon 9-0720 
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! CUSTOM DISPLAYERS 
As Usual! The Unusua @ Signholders 


° Costumers : 
by Thall Displays 4 Counter Fixtures 


= Boutiques 
@ Menswear 


See us at 


NADI MARKET WEEK 
Trade Show Building 
New York 

JUNE 19-23 

Room 541-546 


Featuring the finest in 
BRASS — SATIN CHROME AND WOOD 


THALL PLASTICS AND METALS (CO. 


Manufacturers of Better Display Fixtures 


139 Duane Street New York 13, N. Y. 














Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order [including 
gold and silver). 


GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 




















FINEST Dyed 
BURLAP 


—20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


VAN ARDEN FABRICS MNFRS. 
110 Murray Street New York 7, N. Y. 














BUILD BETTER DISPLAYS 
with versatile, dependable 


UHU GLUE 


The Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14. N.Y 





IT'S NEW! 


Magnolia Leaf Christmas Trees 
Write for price list and pictures 


SOUTHERN DISPLAY 


282 Saunders Avenue Louisville 6, Ky. 
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Not only will these display units Complete Santa Claus Outfits for Store Use 


sell the merchandise for which | Durable, rich looking corduroy. 
° e ° Leatherette belt, imitation boots. 

they were originally intended, | ar ; d Nylon wig and beard set, washable. 
Cal - flame proof. No. 1406 $29 


but the display department can 
find multiple uses for them later fe trim. Patent leatherette belt, boots, 
on Manufacturers should e > | Nylon and dynel permanently waved 


wig and beard set can be cleaned, 
k washed, combed. Non-inflammable 
take note. 


No. 2297 $43 
mo AAR —— a ; Finest quality outfit! Super deluxe 
ERSATILITY is not one of the glow- model: velveteen, soft white plush 
ing virtues of most display units sup- Nobody ... but nobody con — — atten toae Rom! mer 
plied to stores by manutacturers. Us- | sells like Santa! Set the dynel, permanently waved wig and 

ually even the most elaborate and expensive \ beard set, most natural appearance, 


: : | ing! d, washed, bed 
display aids are one-shot deals that can | mood for holiday buying! lice Se me © ‘No. 2598 $57 
only be discarded once they have filled their Fill your customers with the = 
purpose. Many are not used at all because | spending spirit. Use these 2 Separate wig and beard sets 


they cannot be adapted to the particular | ; . AX = <4\ or Santa Claus suits available 
display space available for the products. | authentic Santa Claus outfits f Write for fully descriptive 
When two manufacturer's displays, such | in your window displays and illustrated catalog 


) 
as those shown here, are brought to our at- | gn sales floors . . . on your : Ps mmediate delivery guaranteed 
tention, we immediately take the optimistic 


| = Complete line of 
attitude that there is still a ray of hope that | salesmen and mannequins. advertising banners and 


more manufacurers will begin taking the re- flags to your specifications. 


tailer’s desires and needs seriously. | . 

a with er — gel _ | Collegeville re . . .Flag and Manufacturing Co., Collegeville, Pennsylvania 
embody a rare simplicity that offers a chal- | , , 

sy ee aii a —s CELEBRATING New York City: 200 Fifth Avenue, W. F. Wimmer, Manager 

lenge to any displayman given the oppor- | hia. P lvania: 716 Chestnut Street 
tunity to put these units to work. | 51 YEARS OF LEADERSHIP Philadelphia, Pennsylvania: estnut Stre 

For instance, the Tie-Tie Blossom Bow | 
wire planter that is supplied complete with Wholesaler in gu iries invited... 
five potted bow plants and gift-wrapped box. 
The pots are also fashioned in Tie-Tie paper . : 
designs. The retailer is charged one dollar Mole) ice the LEADER Again in 1960! 
for the complete unit, which can be easily 
recouped by selling the potted flower bows 


atter their usefulness is ended. | he ALUMINUM 


This unit can be suspended in a window, 
hung on the wall of window or interior, | Why: : i SPECIALTY Co. 
hung from an interior ceiling or fixture | : et 
like a mobile, or it can stand in window or | ; + ie Manitowoc, Wisconsin 
on counter on its filagree base. Once it has | _— i World's largest manufacturer 
been used in any or all of these ways the | : he of STAINLESS ALUMINUM 
display department can put it to work in a | ig % Te : CHRISTMAS TREES proudly 
myriad of ways, such as for millinery or | a se 
men’s ties—unless the owner commandeers | sae i presents an all new DELUXE 
it for his wife’s African violets. It can even | — (hes * : line. . 
be used for a spring flower promotion by | Dy 


the store, as it will hold standard flower pots. | ' nl Yea 2 ae os, Eva fe 
The display was made for Tie-Tie by Mid- | oe pe re ' Y GOIN 
land Metal Products Co., 2309 S. Archer, | ae “hei : 
Chicago, where it was discovered as a house- | : 
hold ornamental planter by the equally In five —— and 
bright and versatile merchandising manager four radiant colors! 
of Chicago Printed String, Miss Louise 
Hess. Tie-Tie is a division of that firm. Licensed under U.S. Pat. 2,893,149. Other Pats. Pending 
The second praiseworthy display consists 
of three decorative stack tables offered by ' 
Kings Men men’s cosmetics to create unique ORDER FROM YOUR WHOLESALER NOW: 
Father's Day displays. Manufacturer of the | 
tables was Berger-Rivenburgh, 469 E. Ohio | 
street, Chicago. | 
The tables, with iron wrought legs and | FISHING FOR CHRISTMAS SALES? 
bright colored tops of white, black and | » 
orange, offer the perfect versatile setting for | | 
the Kings Men items and gift sets. They | BUY MANNEQUINS 
allow for all space problems and may be 
used singly, interwined or set at different | ™ 
heights. Sturdy, as well as colorful, the | ; That Move Merchandise 
tables will hold the merchandise without | 


difficulty. 


Although we can’t blame the cosmetic ; MFG. 
manufacturer for wanting to see his prod- NIE . 
ucts displayed on and around these tables CORP. 
forever after, the displayman can rightfully 27-31 Bleecker St. @ New York12 e Al 4-8968 
have other ideas in mind. Such tables are 


handy for a variety of items and will be ’ 
kept busy throughout any size store : iy : Shown at Factory and Display Center 
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ed up os LIGHT. .. The Exhibit Designer's 


Your a ales Most Valuable Tool 


The three most effective atten- 
tion-attracting devices for the 
exhibit designer are light, mo- 
tion and color — in that order 

Here are some ideas from 
the work of Three Dimensions, 


Chicago-based exhibit firm 


Hi exhibit designer must be continu 
. . ta ally searching tor new and _ effective 
Truly Lifelike eee attention-attracting tools te incorporate 
. into his designs. As the quality ot exhibits 

Colorful * Attractive | : Ae <. 
improves it becomes increasingly difhcult 

> . ° 
Economical © Sanitary for a designer to create a booth that will 
stand out trom the torest ot other well de- 
All foods, meats, vege- signed booths. The day when a bright light, 
tables, fish, bakery and a simple animation or a vivid color can as- 


dairy products, ice creams. sure success is rapidly vanishing. 
lwo ot the most eftective attention-getters 
Send for FREE CATALOG No. 7. | have been proved to be light and motion, in 


that order, with color ranking a distant third. 
| Just as a baby, before he can learn to discern frame of 1- by 2-inch lumber or other rigid 
rr ae csepany | objects, will turn towards light, exhibit frame. Attach photo blow-up or cut-out let- 


viewers will turn instinctively to the area of — ters to plastic. Light from the rear with low- 
107 Lawrence St. © Brooklyn 1, N. Y. the most intense or eye-catching lighting heat fluorescent lamps or create unusual 
TR 5-1268 effects. If there is the suggestion of move- effects with flashing lights, rotating color 
ment and attractive provocative colors, then wheels or other gimmicks. 
the exhibit really has an impact upon the 
viewer that 1s difficult to ignore 





With your cutawl, cut out design or letters 
in %4- or 3g-inch composition board. After 
There are many ways in which the three bracing this board in a rigid frame, attach 
most important attention-getters can be em- plastic sheeting to the board. Attach photo 
a f | ployed to achieve maximum results. Sev-  blow-ups or paint sketches or sign material 
oe BET OWN. in ITI “i eral ways will be mentioned here, gleaned on the plastic, avoiding those areas where 
A WOOD L irom the experience of Three Dimensions, the composition board was removed. When 

it N'A 3 3 nation-wide Chicago-based exhibit design- flood lights are directed on the front of this 
Designed end mode with the skill end ers and builders. Most of them involve a completed panel, only the material placed on 
artistry that 30 years in the field of simple silhouette principle lhe methods are the plastic will be visible. When the front 
fine cut wood letters brings. Extra equally simple and basic materials are in- lights are off and the panel lighted trom the 
FREE bonus: Style and price sheet expensive rear, only the cut-out material 
showing vast selection of sizes and | Stretch translucent plastic 


designs. Write today. 


i 


will be visi- 
sheeting on a ble. This can be worked out through simple 


i14 N. Oth St, Phila. 7, Pa. 
WAlnut 2+5334' | WAlInut :2-4953 | 





—South African Feather Co., Inc.— | sa _ 7 
1015 FILBERT ST., PHILADELPHIA 7, PA. 

Established in 1906 
WaAlnut 5-5219 


FEATHERS 


FEATHERS FOR DISPLAY 
@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 
@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 
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flasher relays. Many adaptations are possible. 
Adaptations of these principles to actual 
exhibit booth design are shown in the photos 
on this page. Both are of exhibits that ap- 
peared at the International Trade Fair at 
Chicago in 1959. 
In the exhibit showing Chicago as the 


“World’s largest railroad center,” a map of 


the United States was made from the brac- 
ing material and painted black. Then the 
plastic sheeting was applied to the opposite 
side and the railroad lines drawn in. This 
panel was then angled at the top and lighted 
trom the rear, creating a dramatic display 
that told the story forcibly and unmistakably. 

Part of the Automatic Electric booth was 
a panel that effectively symbolized the op- 
eration of telephone relays. It can be seen 
at the left in the photo. Behind the seven 
rows of evenly spaced circles cut out of the 
board was placed the plastic sheeting. The 
message was then painted, one letter to a 
circle, across and down the panel. Behind 
each circle was an electric bulb attached to 
a very simple relay system which caused the 
bulbs to flash intermittently and finally hit 
the right combination so that the message 
could be read. This pin ball machine gim- 
mick was a constant crowd-attracter. 

The recommended plastic sheeting for 
these applications is Visqueen polyethylene 
tlm manufactured by Visking Company, 
P.O. Box 1410, Terre Haute, Ind. It is in- 
expensive, even in small quantities, and 
comes in rolls of 8 or 12 feet in width and 
various thicknesses. The best thickness for 
exhibit or display use is 4 mils. 

Recommended are paints having a nitro 
cellulose or ethyl cellulose base. Also the 
various inks of Rubba, Inc., 1015 E. 173rd 
street, New York City, will work nicely. 

For sources ot electronic flashers, color 
Wheels, and other special lighting effects, 
check DISPLAY WORLD advertisers or 
write to DISPLAY WORLD, Cincinnati 1, 
Ohio, for the source of any particular light- 
ing device not found in these pages. 
Ogilvie Joins 
Merkle-Korff 

The appointment of Ira R. Ogilvie as ad- 
vertising manager for the Merkle-Korff 
(;ear Company 1s announced by John D. 
Simms, general sales manager. Another ap- 
pointment is that of Raymond C. Joschko as 
held sales manager. 

Mr. Ogilvie brings to his new post a back- 
ground of considerable experience in the in- 
dustrial field. He was formerly associated 
with the George Gorton Machine Company 
of Racine, Wisc. where he served as adver- 
tising manager tor more than 15 years. 

Mr. Joschko, formerly sales manager for 


the Cup Dispenser Division of Merkle-Korff, 


was previously Minneapolis District Man- 
ager. He now resides in Park Ridge, III. 

Merkle-Korff Gear Company, Chicago, 
manufactures sub-fractional geared motors 
for use in animated displays and exhibits 
as well as other industrial uses. 


Displaymen Swap Duties 
At Frederick & Nelson 

Edmund Steens, window display manager 
of Frederick & Nelson, Seattle, has switched 
positions with Hugh Mann, interior display 
manager of the store. 
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We (Can Solve Your 
Santa Claus Problem! 


Honest, 
we're the only Santa Claus 
Specialists in the world! 


e Santa Claus Service and Promotion 
e Santa Claus Training 
e Santa Claus Equipment 


(Finest and largest assortment 
made, really.) 


Kindly drop in Booth No. 540 at the 
Show and be convinced. 


SANTA CLAUS SCHOOL, INC. 


(Christmas Park) 
Albion, New York 








ALUMALINE 


EXTRUDED ALUMINUM FRAMING 
AND DISPLAY COMPONENTS 


DESIGN and BUILD 


ATTRACTIVE DISPLAYS 


4 HANGER 
UICKLY AND ECONOMICALLY 
° WITH STANDARD PARTS ih : BRACKETS 


vr 


TKK 
| PS 


; 4 
j FRAMING 
CORNER M 
ASSEMBLIES For 1/,'' Panels 


D-4840 For specific information write to mfgrs. 


arumamade with ents SPACESAVER HARDWARE CO. Inc., 699 6th aie N. Y. c. 10 






































From a 1” x 2” furring strip 
L, | | M B E; R toa 12” x 12” Timber. 


Masonite Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 
Celotex 


e FAST SERVICE e 





Mouldings 


Homasote T U L N Q— 4 h “aan. INC. 


Ply wood 17 Ridgewood Piace Brooklyn 27, N. Y. 
Upson Board GLenmore 5-414! 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 

















Wi, FLASHERS 
Since 1900 
Force Attention, Increase Advertising Value 


¢€ v 
Motoriess 355 RIVER ROAD RIVER GROVE, ILL. even 











WARDROBE 
MASTER 


THE 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 


Lumi-plug’ Pegs 


Tame ie-lit-) ¢)-ie-20) @mmere) lele-lem eli -t-tele 


ies in 


WL 


til 


. make sparkling letters, 
dots, numerals, designs, 
decoration for: 


DISPLAYS 
CONTROL BOARDS 
MARKET MAPS 
SIGNS 


Write for FREE folder, 
samples 





THE Lurmmi-plug comPANY 
15 West 44th Street, New York 36, N.Y. 





BAMBOO POLES 
PHILLIPINE MATTING 
all types all sizes -- lowest prices 


PAN-ASIA COMMERCIAL CO. 
16823 Lekewood Bivd. Belifiower Calif. 
MEtcalf 3-0678 








SHOULDER COVERS 


Vinylite window-clear — polythene. 
Price list & samples on request. 


JOBBERS ONLY 
CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 








CHRISTMAS 2 COLOR TICKETS 


streamers, and pennants in many sizes and designs. 
Ready made buttons 3'/,"' dia. featuring ‘‘lay-a- 
way, “open evenings,’ etc. Send today for 
brochure and information on letterhead. 
ISLAND ADV. INC., Dept. DW 10-59 
184 Jericho Turnpike, Fioral Park, New York 
Floral Park 2-9277 
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ROBABLY every seasoned displayman 
P has tried the suspension gimmick at one 

time or another. It continues 1n popu- 
larity, with probably the best examples seen 
in the windows of the larger display centers, 
York City. For instance, 
Nevelow’s windows at Hattie Car 


particularly New 
Howard 
nepie 
But when a store off the 
path uses suspension with the professional 
touch, then we do a double take— 


beaten display 


as we sus 
Such is the 
case with this display by Glenn Kickel for 
Hafter-Haggarty’s, San Diego, Calif. And 
tor this reason, this display was chosen Dis 
play ot the Month by the editorial staff of 
DISPLAY WORLD. 

The natural attitude ot the 
shoes and hat are not as easy to ac- 


pect do the store’s customers. 


suspended 
vloves, 
quire as it would seem to any displayman 
has not attempted such an arrangement 
The implied action of the daisy-garlanded 
swing is very effective—suspended anima 
tion. 

Although the reproduction here does not 
show the showcard clearly, it is also well 
shape of the swing 


“Fashions in the Swing 


designed and 1s in the 
seat. Copv reads 
to Spring.” 

This display was chosen trom entries re- 
ceived during April in the 1960 International 
Display Contest sponsored by DISPLAY 
WORLD, and Mr. Kickel will receive a Gold 
Medal as our token of his accomplishment. 

The 1960 International Display Contest, 
with its 65 categories, makes it possible for 
displaymen in practically any type of enter 
prise to enter. It continues throughout this 
year, with winners announced in the Febru- 
ary, 1961, issue, in which many of the top 
photos will be published. Gold, silver and 
bronze medals are awarded in each category, 
with gold, silver and bronze plaques going 
to the three displaymen accumulating the 
most points 
ot three points tor each first place award, 
two tor each second and one for each third. 

Kkntry in the contest 1s made by means of 
black and white photographs, preferably 8 
by 10 inches in size, although smaller ones 
will be Pictures must be un- 
mounted. On the back of each photograph 
should be the displayman’s name, his store, 
city, address and classification. 


Exhibit Group Holds 
Two-day Meet 

The national Board of Directors of the 
Exhibit Producers & Designers Association 
held a two-day meeting at the Hilton Hotel, 
Pittsburgh, Pennsylvania, May 6 and 7, 
1960. Thirteen directors and officers were 
present. 


Points are awarded on the basis 


accepted 


The highlights of the two-day session were 
started off with a tour and refreshments at 
the plant of Gardner, Robinson, Stierheim & 
Weis, Inc. In addition to the directors, other 


exhibit manufacturers of the area were also 
in attendance. 

One of the interesting features was dis 
cussion and formation of the first Annual 
National Collegiate Exhibit Design Compe- 
tition to be held this year. Senior students 
of colleges and art schools will be eligible 
for entry. 

A complete handbook is being prepared to 
explain the rules and to orient students with 
the exhibit industry. The contact will start 
with the fall semester; judging to be on or 
about November 15, 1960, and cash awards 
made at the EPDA National Convention in 
Los Angeles, December 1 through 5, 1960. 
Detailed information will be released shortly. 


ee 


Display Associates’ New Home 


Features Twin Showrooms 

In an expansion move that will triple the 
area for manufacturing facilities and, in the 
words of company president Sid Gard, “give 
us room to move around,” Display Asso- 
ciates, Inc. has moved to completely modern 
new quarters at 930 Newark avenue, Jersey 
City 6, N. J. The company has leased the 
entire third floor, totalling 40,000 square 
feet of the building formerly known as the 
Listerine building, conveniently located near 
U. S. routes 1 and 9, close by the Holland 
Tunnel and Journal Square in Jersey City. 

Sid Gard and Joseph Di Grazia, Display 
Associates partners, in showing DISPLAY 
WORLD'S representative through the new 
building, pointed out that it will have ample 
room for two spacious showrooms, enabling 
the firm to show the spring, fall and Christ- 
mas lines simultaneously. At present, the 
company employs up to 70 persons during 
the seasons. The firm will be showing in 
rooms 447-407 New York Trade Show build- 
ing, during Market Week. 
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St. Louis Guild 
Elects Smith 


Harvey Smith, member of Famous-Barr 


Co. display staff, was elected president of the 


St. Louts Display Guild at its annual meet 
ing. Harry Guest, St. Louts Electrical Board 
of Trade, retiring president, will serve as 
chairman of the board of directors. 

(Other new Kirst vice-prest 
dent, Paul W. Kloeris, retired display direc 
tor of Union Electric Co.; 
dent, Roland L. 
x Co.: 
can Fixture, Inec.: 
Lnion Electric Co.: 


oticeers are: 


second vice pres 
Roebuck 


\mert 


(;rossberg, Sears, 


secretary, Veda Humphrey, 
sergeant-at-arms, Ped 
(Conway, Zemitzsch Displays, Ine 

Directors wall be: 
Waener Co.: Otto Lasche. 
(o.: Adrian Delsman, Famous-Barr Co.; 
Frank Harrison, 


Tom Hughes, Garrison 


Garrison Wagner 


Zemitzsch Displays, Ine.; 
led Heiman, \lton Box Board (o.: \\ altet 
JZemitzsch, Zemitzsch Displays, Ine.; Don 
Zork, Famous-Barr Co.:; Louts Hoell, Amer 
ican Fixture, Inc.; Les Wipperman, Garrison 
Wagner Co.: Pete Berta, Scruggs Vander 
voort Barney: Lynn Hickman, Zemitzsch 
Displavs, Ine., and Wailham Wade, 
Roebuck & Co 


New Digimotor Rotary Switch 
Announced by Ledex 


lhe development ot a new rotary cireunt 
electot or stepping switch powered by th 
new Size § Digimotor has been announced 
by Ledex. Inc... of Davton., Ohio lhe Digi 
reliable, 


avallable in unt-directional ot 


motor drive is a tightly long-lite 
power unit, 
models It 1s 


bi-directional permanently 


lubricated, jam-proot, and operates at a 
“whisper. Ost level The drive has aA 
magnetic anti-overcoast, and all parts are 
enclosed in a protective housing 
Selt-stepping 1s provided by a new transis 
torized pulser Incorporated into the switch 
With no 
out, unaffected by dust, humidity, 
altitude, the 


environmental requirements of MIL-EF 


package. mechanical parts to weat 
fungus « 
Variations in pulser meets 
Standard stepping rate 1s 6 to 8 pulses per 
second, but taster stepping can be provided 
kor more intormation, write to the firm 


treasurer, Harvey Aguado, 





Seat a 


BIGGER AND BETTER FOR 1960 


An exciting, newly designed review of 1959 Christmas display 


ideas in a large, handsomely bound portfolio of photographs of 


ideas from: 


department and specialty store window and display ideas — with 


each idea highlighted for dramatic inspiration. 
chosen ideas are included for: Window displays; Building fronts; 
Marquee trims; Columns; Ledges; Ceiling decorations; " 
shops; Elevator entrances; And all other areas where decorative 


ideas are used. 


Biggest, most compre- 
hensive Christmas dis- 
play review ever assem- 
bled. Over 200 illustra- 


tions. 


Special Marquee sec- 
tion for planning out- 
door trim. 


ORDER NOW 
Deluxe Edition (over 200 
Photographs) $35.00 


Regular Edition (150 
Photographs) $27.50 


(Please include 50c postage 
and handling charges.) 


RETAIL REPORTING BUREAU, 101 Fifth Avenue, 


Carefully Lits, Philadelphia 


Gimbel's, Philadelphia 
Special Wanamaker's 
Philadelphia 
Gimbel's, N. Y 
Lord & Taylor, N. Y. 
Macy's, New York 
May Co., Los Angeles 
Broadway, Los Angeles 
Houston 


Sakowitz. 


Wallace. 
Poughkeepsie 


Stix. S+. Louis 
Crescent. Spokane 


Frederick & Nelson 
Seattle 


and many others 


N.¥.G 3 








PERMALIFE 


Angel Hair 


10 HEAVENLY COLORS 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


BIG PANELS OF 
— SPUN GLASS 


qvuiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 


Rainbow 


21 Spray Jets. 
Complete with 
Brass Fittings, 


#2 Pump. 
mit 
nih 

_! lite yh 


33 Grand St., 





7” x17" x7" $119.00 





T Valve, and model 


WE SOLVE ANY PROBLEM 


We are generally recognized as 
the foremost manufacturers and 
designers of pumps and water 
display fountains for every con- 
ceivable purpose. We have had 
years of experience, working 

. j ; with engineers, decorators, ar- 
. chitects, stage and TV prop men, 
estates, penthouses, home own- 
ers and fountain lovers all over 
the world. Our organization is 
geared to accommodate you on 


PARADISE FOUNTAINS and PUMPS Co. 


Manufacturers of Pumps & Water Display Fountains 
New York 13, N. Y. (Cor. Ave. of Americas} 
Telephone: 


, ‘ c 
Symphony Plumes 7 

$332.00 12” x 8” $265.33 
71 Spray Jets, 4 58 Spray Jets, 4 
Tiers, individually Tiers, individually 
regulated to any 
Height. Complete 
with Brass Fitting 


regulated. Com- 
plete with Brass 





Fitting Valves, 


Valves,and +4 Pump. and +3 Pump. 


short notice, if necessary, and 
no job is too large or too small 
to merit our individual attention. 
if our stock units are not 
adaptable to your plans, we will 
custom build to your specifica- 
tions in any form, shape, size or 
to scale. Please submit blue- 
print, sketch or simple drawing. 
We will make recommendations 
and estimates. Div. DW-60 


WoOrth 6-2272-3 














FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 
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Maubaitn 


wood letter co. 


‘wmeoaroseaven 


‘St WEST 18th co NEW YORK |, N., Y. 





RUSTIC & WESTERN DISPLAYS 





@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 


BIRCH Poles & Branches 
CEDAR Poles & Slabs 


RUSTIC 


Furniture Co., Inc. 
"Parkcraft 
Phone NAtional 9-6479 
Williamstown, WN. J 





4 





l13 








Everlasting Christmas Trees 


Fiameproof Visca, The highly-styled com- 
Vinyl, Metallized Vinyl plete line at down 
and Flock Trees to earth prices 
from |'/> to 8 feet Please write or 
Exclusive take o# call for cata- 
apart as illus log and 
trated b rage price list 


NADI MARKET WEEK IN NEW YORK ‘y 


Trade Show Building : 
June 19 - 23 Booth 442 ad xy 
The latest and most unusual Decorative ate ' 


Display Lighting — Write for literature .. . 
Jobber inquiries invited. 


. 26-25 123rd St. Flushing 54, L. 1., N. Y. 


3 W. 18 Street, New York 11, N. Y., Algonquin 5-4550 _—— 








7 


ar_} Nite) ab a oy ' A&0O NOVELTIES | CO., Inc. 





WHITE MICA 


atTRacTIVE CLEAR PLASTIC Maat. 
DISP LAY ITEMS onan FIREPROOF . . . REALISTIC 


SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


\ ‘ ; | Ses | | 26 SIXTH ST. FOREST PARK, 
‘ hel: See your display dealer today! ; 0 eee | | STAMFORD, CONN. pLLINOTUS 
\ N ica 


art: BEL-ART PRODUCTS 


SSSSSSSS PEQUANNOCK, N. J. OXbow 4-0500 = Se) | Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22 $298.00 
Y FLAIR Siont vanes 
oO Ba L Giant 26-42 $750.00 


FOB New York 


HAS THE PHANTOM JACK M. SIDER & CO. 


VW v7 b 2037 Stanley 
A ind K tq ‘a ieee rt O D . | Montreal, Que., Canada 





Will help sell your products eeaiaiaiees 
Hat cones, Boxes, Columns, etc. eee 
Many other items available. e 

Special items made to order. ‘ 


\ bbb \ i 
. 


























FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


15 W. 18th STREET NEW YORK 11, N. Y. FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 
ES ARES OCC A: I SR CUM 
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Dress Buyer Speaks | | 
To Cincinnati Club | VI} , CT ‘ 

Kd Martin, women’s dress buyer tor Me- | erriest wristmas 
Alpins, Cincinnati, told 23 members of the | 
Greater Cincinnati Display Club that dis- | T | N 5 B L G A + LA M D S$ 
playmen can expect little promotional as- | 


sistance, if any, trom the majority of gar- | . ati “ae 

ment manuiacturers. “Most of the dress | Dazzlingly Brilliant —_ Vivid Colors 
manufacturers don’t even realize the value | 

of an attractive, factual tag for their prod- | 


Bay migrant Proudly made for the Display Trade in our New York Factory 
ucts, he emphasized. 


oe Sogn anes Mr. — | Available in the following ROYAL-ORIGINAL colors 
— — = =” — d qgisplays s low Ing . } MINT SILVER FRENCH BLUE DAWN RED 


particular garments in use and not limited 


to the bride only. He particularly thought SUN GOLD CHARTREUSE FUSCHIA 
the windows in which bridesmaids’ ensem MIKADO PINK MOUNTAIN GREEN AQUA 

bles, Hower girl dresses and dresses tor the 
mothers of the bride and groom were most or any Glittering Combinations of your choice 
successful, 


oe SOT SN SED Se Manufactured in lengths and widths to your specifications 


most displaymen will partially disagree, was 
made by Mr. Martin He said that he didn't | Stock sizes immediately available 
judge the success ot a particular dress dis- | 


play by the amount ot merchandise it sold | TARNISHPROOF e FLAMEPROOF 


directly, but expected a display only to 
create sufficient interest to cause the poten < Oo yY A L T | iy S$ & L | h C 

tial customer to enter the store and perust ° 

the merchandise in his department. He 42 GREEN STREET e WORTH 6-5733 @ NEW YORK 13, N. Y. 
praised the value ot the window and in 


terior displays in establishing the public 
image of the stor 











The Greater Cincinnati Display Club 
meets informally tor lunch at the Barn res . ‘ft d f : he I 
taurant in Cincinnati on the second Tuesday Ou are Invite o c60 Cur a — reel 
of each month. Local displaymen and mem 


bers of the display industry are invited to HIGH FASHION MANNEQUINS 


attend 


Ladies’ — Men's — Juniors’ — Sub-teens' — Children's 


Wagner Retires, 
Nelson Takes Over 
effective Wednesday, June Ist, Ray Na 
deem will succeed Charles Nelson as display 
director tor Snellenburgs, it was announced MANHATTAN MOTION MANIKINS 
today by \lired Blasband, executive head ot 4W. léth St. N.Y. 11 
that firm. Mr. Nadeem was tormerly asso 
ciate display director tor the store P - 
ih prague nek pearing Pr Showroom open continuously during Market Week 
as display director tor the Brandeis Com 
pany, Omaha, Nebraska 
George H. Wagner, display director ot 


at 











Brandeis for 23 year®rs, 1s retiring \iter a i P 
brief trip to Mexico with his wife, Mi Noe i\ia-sicames tore Directory & 


Wagner has no immediate plans, but 1s 


expected t© devote considerable time to his | Bulletin Boards for 
photography hobby, with which he has | Better Selling! 


achieved SOC degree or recognition 


a 


. | tT Te be Let an Acme board create 
New Spray Adhesive | t DRESSES! 7 impulse buying with its depart- 
For Mounting Photos, Art <= in = mental listings and your adver- 
tisements. Write today for Acme's 
| cat a . an : FREE folder "Selling Through 
and art adhesive, is now available trom S ten” enh tal ail 
Strauss Photo Technical Service, Inc., 930 gree, Ce ee 
straus | 10to e¢ ica ae ce. ca log en directeries end bulletia 
I street, N. W., Washington, D.C. Spray > beards. 
Mount replaces both the pertormance liabili- 


ties and the awkward methodology of the | 
conventional “tissue” dry-mounting method 
with a spray-on adhesive; it remains trans- | 37 EAST 124#h STREET @o@ NEW YORK CITY 3 


parent, flexible and water-proof indefinitely 


Spray-Mount, a new aerosol spray photo | 

















Providing unexcelled adherence of photo- | o 

graphs, art reproductions or drawings, | h VID lid i 

Spray-Mount will bond equally well to glass, | t e oF i e- ra me 
\copyright VID 1960) | | 


multi-color background for window, interior or exhibits 


black t1olotone-tiniuh wood trame eparcote meta 34 snie | ; 
, > 4 590 
¢ 








paper, leather, wood or metal, is outstanding 
for montage work Prints mounted with 
Spray-Mount are unaffected by heat or hu 























other e > IDOL i i 
ce 4o uble slide frame prom b 3.20 ec. triple e frame cardboord if desired, 50c each (specify color} 
midity, can be bent or flexed without causing | approx. 6° high of prices f.0.b. los engeles, colifernio 


sCDal’re 1O iro he O Wr < Oo e 
iam visual merchandising, p. 0. sen 1408, beverly hills, calif. 
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Touring... 
Georges, Melbourne, Australia 


Distinctively different departmental 
decor offers lesson in contrasts .. . 
Yet, all fuses together into a harmo- 


nious presentation of merchandise 


KORE S. Ltd... Melbourne. Australia 


has established 


itself as one of the ex 

Clusive centers of tashion retailing in 
its urea, catering to the higher mcome group 
and providing appropriate merchandise tot 
this select group. Although the exterior ts 
lar trom modern, it has a distinctive charac 
ter that denotes quality and taste. Its quiet 
reserved appearance is tully in keeping wath 


tree-lined Collins street with its wide side 


DISPLAY WORLD 





walks ideal tor the casual promenade ot the 
elite. 

Inside, Georges is a lesson in contrasts. 
The spacious dress salon, with its white 
columns, crystal chandeliers and mahogany 
and gilt furniture, is definitely from the 
past. Pale green walls and carpet empha- 
size the subdued atmosphere. 

Then one notices the Georg Jensen Room, 
othcially opened by the Danish Consul for 
Victoria last summer, with its functional 
modern influence. Octagonal in shape, two 
walls Hanking the entrance are steel gray 
plate glass; three walls, placed alternately, 
are covered in grey shantung wallpaper: and 
the remaming two walls are fitted with plate 
glass shelves covered with gray key-pattern 
damask. 

In the Georg Jensen Room, wooden drop- 
lronted trays hold the featured jewelry and 
cutlery. These fitments, and the furniture, 
are in Pacific mahogany, stained black. Fur- 
titure as upholstered in crimson “Cafe 
Royal” Kdwardian plush. A slight Chinese 
influence is introduced in the Contemporary 
design of a table and several chairs. ( arpet 
Is mi mole gray. Ceiling is dropped and in 
Sallie shape a5 Toot, with concealed lighting 
reflected trom the main ceiling, outlining the 
mtapgon shape 


\nothes department entitled the “Young 
Colony” has recently opened for infants, 
toddlers, pre-teen and teenage groups as 
well as a maternity section. Its look is 
busy, and the colors and design emphasize 
this youthtul look, Raspberry and blue pre- 
dominate with white accents. Carpet is 
college blue. Its central feature is a conical 
shaped fish aquarium in the center, directly 
underneath a circular recess in the ceiling. 
lhe lighting in the recess consists of four 
colors—red, gold, fluro blue and green. These 
colors can be used separately or, when com- 
bined, offer the choice of any one of a dozen 
Colors. 

Two ot the store’s display windows are 
shown here. The Christmas lingerie display 
creates an airy feeling through the use of 
thin suspended shelves and three white and 
gold angels tabricated of oval pieces of thin 
wood resembling the doctor's tongue depres- 
sors. Background is aqua. 

The display of wool fashions is simplicity 
itself, except tor the modernistic sheep at 
center, which, according to our information, 
was made trom wood stained black and with 
its wool produced in brown and white by 
means ot two plastic sheets? 7 7 At right 
is suspended a cartoon expounding = the 
properties of woolen suits. Notice in par- 
ticular the recessed lighting under the rear 
platiorm and how effective it is at illuminat- 
ing the background. 

Display Director R. A. Wright was visit- 
ing in New York City shortly before last 
Christmas. With import restrictions now 
lifted on American display materials, we'll 
be looking forward to welcoming more ot 
his colleagues from “down-under.” 


Forsythe Display 
Celebrates 25th Year 

Forsythe Display Supply Co., 520-250/ 
S. Fifth street, Louisville, Ky., is now cele- 
brating its 25th anniversary. The tirm was 
founded in 1935 
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The Standard of Corrugated Materials 


New Christmes Ornaments 


. : ° . . . ” ocr 
A beautiful Christmas pattern in red, green and gold. Available in rolls 48° x 295’. 


Send for our new Fall Christmas Color Catalog describing the widest line we’ve ever offered. 


COROBUFF CORP. 50 Washington St. Brooklyn 1, N. Y. 


TRiengle 5-7021 











PROFESSIONAL TYPE 


Outdoor Christmas Decorations 


For: FULL ROUND PLASTIC OR FOIL GARLANDS 


3 in. to 12 in. Diameter 
SHOPPING CENTERS DECORATIVE PLASTIC UNITS 


STREETS Commercial and Home Sizes 
LAMP POSTS Brilliant translucent lighting 
BUILDINGS Large selection of designs 


HOMES See us in... 
Spaces 506-508 New York Trade Show Buliding 


N.A.D.1. Market Week 


Colorful, deeply formed 





our Jonsen hA ° E ° T A Y L Oo R & $ Oo N 


DECORATOR 1501 Oregon Ave. © Long Beach 13, Colif. © WE 5-569! 


ete . M. E. Taylor & Son have had over twenty-five years of decorating experience 


CATALOG and have made thousands of insteliations. We believe this vast experience 








places us in an enviable position to offer a better preduct te the trede. 

















SEE... America's Largest and Best Selling Moderate Priced Line of 


Artificial Flowers, Plastic Foliage, Set Pieces 
and Novelties For Fall and Christmas 


FOR THE DISPLAY JOBBING TRADE 


Will Be Open Saturday, June 18, at the New York NADI 1960 Showing 
Rooms 548, 549, 550, 551 


New York Trade Show Building, 35th St. & 8th Ave., New York, N. Y. 
ON JUNE 18 THRU JUNE 23, 1960 
Send your request for your FREE Catalog for Fall or Christmas 


Manufactured and Imported by 


BERNARD SCHWARTZ & CO. New oen' te x ¥. 
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DISPLAYMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand 


Write, phone or come for in. 
formation. Registrations being 
accepted now tor the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 Weat 57th Street 
New York City 19 
PL 7-008 


WIG-MAKERS WANTED 


e TOP WAGES AND BENEFITS 
e MUST BE EXPERIENCED 
e PERMANENT POSITIONS 


Write immediately, or apply 


IMPERIAL WIGS, INC. 
5362 Whittier Blvd. Los Angeles, Calif. 


JOBBERS— 
SALESMEN 


Complete line of Highest 
Quality Artificial 
(hristmas lrees 

\ll Territories 
Liberal Commission 


Reply with lines carmed and 
territory covered 


Address Box 61J 


Care of DISPLAY WORLD 

















Attention Salesmen 


lf you are an established sales 
man with good tollowing and 
interested in adding a top line 
of seasonal display toliage, 
props, and novelties to your 
already non-conflicting lines, 
then contact our ofhce 

\ natural tor the “right” man 
Please turnish all details 


Address Box 6JK 


(are of DISPLAY WORLD 


SALES REPRESENTATIVES WANTED 


\s Importers, Exporters and Manutacturers, we supply Display 
Novelties, Flowers, Fixtures, etc. to some of the largest firms in 
Display, Retailing and Manufacturing 

Because we are currently expanding our activities in the LU. 5. 
and abroad, we shall welcome correspondence trom individuals 
and companies in Display and related fields Of Visual Mer- 
chandising 

Kindly turnish comprehensive resume and photograph in first 
letter to expedite our reply. 


J. P. DENTON CO. 


104 LINCOLN ST. BOSTON 11, MASS. 


SALESMEN 
WANTED 


QUALITY Migr. Display Fix- 
tures, high fashion seasonal 
props and backgrounds. Wants 
representation in Chicago and 
other mid-west Markets. High 
est (Commission 


Address Box 6EF 


Care of DISPLAY WORLD 











DIRECTLY FROM MANUFACTURER 
Lhe Twelve Days ot Christmas in 12 separate units. Average size 
50” wide, 50” high—25” deep. Exquisitely sculptured by Zaria’s 
talented staff. Ceramic finish, subtle colors gold accents \t rd 
ol the original price. Write directly to 


ZARIA DISPLAYS, 434-6th AVE.. NEW YORK 11, N. Y. 


WANTED 


Source tor small, approx 21", fine 
ly decorated Santas, suitable tor 
incorporating in fine displays 
HARRY B. MAHAN CO., Inc. 
320 W. South Street 
Indianapolis, Indiana 








Experienced Display 
Salesmen Wanted 


hy top-grade NADI manutac 


turer of toliage and novelties 
sold to better dept. stores. Es 
tablished territories open. Line 
nationally known. Top com 


Isso 


Address Box 6KL 


(are of DISPLAY WORLD 








DO YOU WANT NATIONAL DISTRIBUTION? 


Do you have items that can be used in the Display Industry or 
the Christmas Decoration Field? We as a manufacturer and dis 
tributor presently sell to over 200 Display jobbers and have 
National Distribution tor Christmas decorations for the home. We 
also exhibit at the National Display Shows 


References ghadly furnished. Confidential negotiations assured 


Address BOX 6AB 


Care ot DISPLAY WORLD 





POSITION WANTED 


Display Supervisor with Jr. 
Department Store Chain wishes 
to relocate on West Coast. Ex- 
perienced in window and 1n- 
terior displays, showcard writ- 
ing, prop and background de- 
sign and construction and 
material purchasing. 


\vailable on or about July 1 


Address Box 6GH 


Care of DISPLAY WORLD 








SALES REPRESENTATIVE 
with many years standing in 
North-Eastern. U.S and Canada 
will accept compact, top-grade side 
line with good earning potential 

y Address. BOX 6FG 
Care of DISPLAY WORLD 











A. 








SALESMAN WANTED—Fine qua! 
ty lame Decorative post units, 
ledge and window set pieces, pro 
motional and novelty items. @ and 

comm. basis. N.W., Calit., Salt 
Lake area, 7 Coast S.E terr 
open State territory and other 
lime ‘arrred Address BOX 6BC, 
(are of DISPLAY WORLD 








DISPLAY LIGHTING SALESMEN 
WANTED IMMEDIATELY 


Leading display lighting equipment manuiacturer has the follow 
ing exclusive territories open: 


Oklahoma, Texas, Louisiana, Mississippi, Alabama, Kentucky, 
lennessee, Georgia, West Virginia, Virginia, North Carolina. 


South Carolina and Florida 
Top Commissions paid 


Address BOX 6DE 
Care of DISPLAY WORLD 


LINES WANTED 
Salesman, covering Mid-West, Cen 
tral States, wants paper novelties, 
tall and Christmas decorations 


Address BOX 6HI 
Care of DISPLAY WORLD 














WANTED 


and window displays tor turniture, 


Personnel! for interior 


Hoor covering, domestics and appli- 
ances. Must be able to letter signs. 
Write P. O. BOX 112, Wheeling, 
W. Va., stating experience and sal- 
ary requirements 
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STUDY 
WINDOW DISPLAY 
AT HOME 
Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905, 
THE KOESTER SCHOOL 
Koester Bldg. 

Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


FOR SALE 


Our Christmas mechanical:“@#FiS Missy and Her Won 
dertul Wings” by Al Bliss is for sale. This 3 unit trim 
includes 9 mechanical figures, background props, plus 12 


non-mechanical figures suitable for interior or other win 


dow trims. Display originally sold for $6,395.00, used only 
twice, now cut to $1,050.00 F.O.B. Hutchinson, Kansas 


For Details and photos 


Contact: Ernest L. Rayner 
c/o Wiley’s, Inc., Hutchinson, Kansas 








FOR SALE 


OUTSTAND MECHANICAL 
CHRISTMAS DISPLAY 
“SANTA’S TOYLAND EXPRESS” 
A Real Traffic Stopper 
Display consists of Santa and en 
gine, 4-piece mechanical band, 17 
beautifully dressed figures. Recon 
ditioned in fall 1959; new motors; 
originally cost over $5,000.00. Will 

sacrifice for $800.00 
For photos and additional informa- 
tion write: 


C. H. Barton 
LOVEMAN’S, Inc. 


CHATTANOOGA, TENN. 





FOR SALE 
9 Cherub Orchestra 


5 mechanical, 4 static 
Mechanical French Piano 
Lighted Chandelier 

Built by Silvestri 

Used one Christmas Season 


Write— 
Stix, Baer & Fuller 


Westroads 


C. Wehmueller, Display Man. 
1025 Brentwood Blvd. 
Richmond Heights 17, Missouri 


FOR SALE 


DISPLAY MOTORS 
550 PCS AC 110 V. 


All new, very cheap. 


NEW YORK FOIL 
PRODUCTS 
53 Greene St. 
New York 13, N. Y. 
CA 6-4980 


FOR SALE 

Beautiful Xmas Display Unit 

9 ft. x 12 ft. x 10 ft. High 

Can be used in windows or 
interior. Consists of a pink 
lighted canopy of white glittes 
glo-garland on white wrought 
iron frame, supported by 8 pink 
and white tube posts topped off 
with elegant white plumes. A 
stylized Santa holds the reins 
of a stylized deer. Overhead 
from the center of canopy re 
volves a Christmas attired girl 
higure, all in full relief. Also 
included is the pink and white 
harlequin facing for your plat 
form. A Cook and Meier Or 
iginal used only one season, A 
bargain at $400. FOR. Cin 
cinnati, Ohio. Write 

J. C. PENNEY CO. 
6th and Race St. 
Cincinnati 2, Ohio 
Att’n: Norman Feldhaus 




















REPRESENTATIVES 
WANTED 


Manutacturer of new line oft 
unbreakable and permanent fin 
ish vinyl plastic glove hands 
and millinery forms seeking 
regional representatives. Send 
resume ot current 
to 


BRB Process Co., Inc. 


29 Jumel Place 
New York 32, N. Y. 


activities 


DISPLAY OPPORTUNITY 
Evergreen decoration supplier. 
Features preserved and natural 
festooning, wreaths, corsages, 
and other decoration and dis- 
play items. National market. 
Unlimited potential. Equip- 
ment, trucks, inventory, and 
real estate all for $60,000. Pres 
ent owners ready to retire and 
cannot handle developing vol 
ume. For details write Mr. 
(;ibson. 
THE SPRING COMPANY 
4289 Sheridan Ave., So. 
Minneapolis 10, Minn. 


FOR SALE 


Complete animated 
CHRISTMAS TRIM 


“Twas the Night Before 
Christmas” 


All in good condition 


For detains and photos, write 


John P. Campbell 
RIFE’S 


Box 2066 Longview, Texas 


FOR SALE 


Mechanical Christmas Display, 
Stylized locomotive, Santa as 
engineer, 4 36” snow men. All 
in good mechanical condition 
Price $500 Photograph and 
complete particulars on request 


P. J. WESTLAND 


The Hub, Steubenville, Ohio 























POSITION WANTED 
Display Manager, 14 years exp., de 
sires change Proficient In all 
merchandise, backgrounds, props, 
expert show card (Creative ability 


Prefer N.E. area 


\ddress BOX CD 
(are of DISPLAY WORLD 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
52 W. 25th St.. New York 1, 

N. Y., Chelsea 3-1550 








FOR SALE — Brand New Counter 
Display Cases. Unpainted, 

used 2! feet high, 5 feet 

2. teet deep One storage 

Ideal any type retail operation 
Three tor $100.00... FOR Owensboro, 
Ky Photo on request. 


BERNARD'S, Owensboro, Ky. 





Displays For Sale 


Charles Dickens’ Christmas 
Carol, 6 pieces, animated, $250 
8 animated Nursery Rhymes, 
“Mother Goose,” “Cow Jumped 
ver the Moon,” ete. $500 


For detailed information con- 
tact— 


B. D. Freedman 
ROSENBAUM’S 


Cumberland Maryland 
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USE THE OPPORTUNITY EXCHANGE 


e POSITIONS WANTED 
e LINES WANTED 


e POSITIONS VACANT 
e JOBBERS WANTED, Etc. 


$5.00 Per Column Inch — Remittance With Order 


JULY ISSUE FORMS CLOSE JUNE 5 
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Women Shoppers Seek bring up this picture and. sigh not at  impersonality of their reflection in the 


’ : ac t ashio ‘ . , 
ideal Body Image’ anv lack im the tashion market but at mirror | . 
what they believe to be their own short- The above attitudes on women's shopping 


What goes through a womans mind as she Comings in meeting this portrait of perfec- habits were taken from extensive projects 
ops for a new costume? Does she look tio,” conducted by the Center for Research in 
tert the latest fashion from Paris or her . : = . so Marketing. “The Center also researches “4 
favorite color? Well, according to findings | wisn | was taller, one woman ex wide field of consumer interests from tood 


from a continuing study on American women plained But TI have a good chest and = rroducts to automobiles 
flat tummy, sa) | try te choose clothes mn | . 


| 


throughout the country by psychologists and 


ther social scientists at the Center tor Re colors that will not lose me in the crowd, —_ 


search in Marketing. Inc.. Peekskill, N.Y... 49d give me a feeling of height.” Another Hansen Announces 


the girls subconsciously picture their “ideal says she bought her favorite spring frock New "'T-6" Tacker 


' z hecause. “It makes me look very busty 
body mag They shop tor tashions that ‘ ’ . ‘ ’9 ; ; 
“6 ies. ‘ mage (Claimed to drive tackpoints that have 


which | am really not, and when | checked . c ' i 
greater holding ability, without sacrificing 


in the full length three-way mirror, the back a 
falinece did wonders for me hehind” portability or light weight, a new hand 
temmed American beauty has everything ; tacker should interest display people and 
More specitically this dream girl 1S slim No one wants to look older or matronly, B 


but they usually agree with the opinion of 


vill help their figures approximate this ideal 


For women in this country, the long 


others concerned with better fastening meth 
ods. It’s the “Model T-6 Tacker,” developed 
by A. L. Hansen Mfg. Co., Chicago, and it 
uses a tackpoint (staple) with a 4.” crown 
in four different lengths 

. The new “T-6" tacker, according to the 
charts, statistics of reigning beauty queens, “Even a pretty girl has to develop a style manufacturer, is similar in design and con 
nor even the great masterpieces of art Sense she will never catch a man’s eye tf struction to the veteran “T-2" model which 


long legged, with a regal carriage and curves 


holdly only at the bosom and more discreetly one woman in her thirties who said, “T pass 


it the hips and rear. The waistline is tiny, up the kiddish things there is no use 


houlders not too wide. This dream figure wearing young tashions when you cant quite 


does not embody med a] weight and height yet away with if 


Typically American, this dream image, she dresses dowdtly,” was a generally voiced drives a narrow crown staple. It is compact 
apparently, 1s seldom, if ever, attamed. For Op mon and lightweight, weighing only UJ. Ibs., and 
the distaff side is its own severest crith Most of the women said they preterred to has a flush jaw for close quarters driving 
The lady likes the forward look mm fashion, shop alone While they kept their husband's \ quick opening tront permits easy access 
only iit improves her bustline, back interest likes in mind, they did not let the men in to channel and driving mechanism The 
if it hides a too prominent derriere, and a fluence them all the time. One woman said,  tacker holds a strip of 140 staples in a choice 
full skirt af at conceals too much hip and it she did, she would never wear anything of 3/16", 448, 5/16" and 32” lengths. (Han 
at the same time diminishes the watstline hut a red dress \s tor other women, well. sen Tackpoints tor the “T-6° come in boxes 

“Women tell us trankly that they always they always telt the spirit of competition, of 5,000.) 
hope they can appear to have the dream — even among their best friends, might tempt The new “Hansen T-6 Tacker”™ ts) now 
hgure, and expect a dress to help them the shopper's companions to give them less available, and those wanting further infor 
realize this dream,” said William Capitman, than their honest opinion. Besides, the girls mation should contact A. L. Hansen Mtg 
president of the center “When thev talk know how they want to look and they (o., 5037 Ravenswood avenue, Chicago 40, 
| hats, suits, coats, or dresses, they alwavs cant heat their own judgment based on the I lineots 
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See us at Booth 335 
NADI Market Week 


THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 
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Hands breaking out in arash? 
Scalp feel like it's lifting off? 


Could be something you ate... but chances 


L 0 W 4 are your Chief trouble is you're allergic to 
@ standard or regular M.E.K. (methyl ethyl ketone) 


. . . What's 


J, 


So why not switch to B W 4 Star ****, extra mild, fast drying activator (softener dunk) . . V 
more, it contains a special fungicide which prevents "dry rot, mildew and bacterial action. 
a must for your outdoor displays . . . It's milder in odor ... easier on your hands... and just pennies 


more... 


For Display or Marine Use 
THE IMPROVED VERSATILE 


NON-FLAMMABLE* AND EXTRA MILD, FAST DRYING 
f f) ft BW 4 STAR x*x* activator 
ae {softener dunk) 
ae 
, SOLD WITH A MONEY BACK GUAR- 
culp ANTEE ... IF YOU DON'T AGREE IT'S 
ges. V- 


g, PAT. OFF: 
THE BEST ... RETURN IT COLLECT. 


“SCULPT-O-FAB" and B W 4 Star is easier to handle .. . has its own built in adhesive .. . seams 
and blends better, because it has more stretch ... dries in 30 minutes to a shell like hardness .. . 
Lightweight ... waterproof... weatherproof... unbreakable. 
Versatile "SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof- 
ing hulls, from prams to ocean liners .. . Sold to the display field or marine field at no change in price. 


Only “SCULPT-O-FAB" can advertise these claims 


*specify non-flammable when ordering ‘'SCULPT-O-FAB'' 


Plasti Mache is easy to work with. Just 


Another BEN WALTERS Exclusive! tear in swatches or cut with scissors to 


Something "Display" has been waiting for — desired pattern, dip it in Toluol or Xylol 
..» Destined to play an important role for (available locally in most paint stores) 


indoor and outdoor displays. then shape . . . Dries to a stonelike hard- 
oe 


- - ness .. . use indoors or outdoors . 
Cutt ache weatherproof and waterproof . . . light 
ie at a. tein dee weight and durable. 
(The Dip and Shape Plastic) Plasti Mache medium weight—No. 45 


The new, original, fantastic plastic. .. that needs approximately 38" wide— 
no special activator . .. has its own built in only per yard $1.44 


adhesive. 
SOLD AT LESS THAN HALF THE PRICE OF SIMILAR PRODUCTS WRITE FOR FREE SAMPLES 


We also carry Sculpt-O-Glas-Plastic Brand-X and other Dip, Drape and Shape mediums. 


156 7th AVENUE, 
NEW YORK 11, N.Y. 
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